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FOREWORD 


Information  about  the  numerous  marketing  orders  and  marketing  agree- 
ments that  are  or  have  been  used  for  California  agricultural  products  is 
presented  in  this  report.    The  study  describes  their  use  during  the  past 
thirty  years  and  gives  specific  detailed  information  about  each  program  I 
operated  within  the  state  since  I96O.    Some  supplemental  material  appears 
in  the  Appendix.    The  report  provides  answers  to  numerous  questions.  Among 
these  are: 

1.  Why  are  marketing  controls  established? 

2.  How  are  programs  initiated  and  operated? 

3.  What  is  the  nature  of  the  regulatory  devices  used? 
h.    What  is  the  extent  of  their  use? 

5.  How  many  programs  are  used  and  for  what  commodities? 

6.  What  are  the  provisions  in  specific  programs? 

This  report,  however,  leaves  a  series  of  questions  unanswered:  How 
have  controls  affected  producer  prices,  and  more  importantly  their  net  J 
income,  both  immediately  and  in  the  longer  run?    Have  they  contributed  to 
shifts  in  volume  and  areas  of  production,  in  cultural  and  marketing  practices, 
and  in  other  factors  which  are  harmonious  with  the  ultimate  interests  of 
the  industry?    What  has  been  their  impact  upon  business  affairs  of  individual 
members  of  the  industry?    Has  equity  been  maintained  among  areas,  producers, 
processors,  and  distributors?    Has  there  been  injury  to  consiMer  groups  or 
national  welfare  disproportionate  to  benefits  accruing  to  producers  and     ' ' 
handlers?    These  and  many  other  points  can  be  raised.    They  are  not  considered 
here  not  because  they  may  be  unimportant  but  rather  because  they  are  left 
for  later  'analysis  and  evaluation  by  the  author  and  others. 

Information  for  this  report  came  from  many  sources.    Much  of  it  was 
summarized  from  materials  in  the  files  of  the  author  and  in  the  reference 
files  of  the  Giannini  Foundation  Library.    Other  publications  were  also  | 
consulted.    A  selected  bibliography  is  given  (Appendix  C)  for  use  by  those 
readers  who  may  wish  more  discussion  about  certain  aspects  than  is  included 
In  this  report. 


Specifications  for  all  state  programs  issued  until  mid-1957  are  given 
by  Sidney  Hoos.    Jerry  Poytik  describes  federal  programs  (for  California 
and  other  states)  adopted  during  1933-1955 •'^    This  report  is  more  than  a 
mere  revision  of  the  former  studies.    It  presents  information  in  greater 
detail  and  considers  all  marketing  orders  and  agreements  affecting  Cali- 
fornia agriciiltural  products.    Of  course,  it  also  reflects  the  large  number 
of  new  programs  issued  and  those  terminated  or  altered  dxiring  recent  years. 
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its  completion.    Agricultural  economists  in  the  Bureau  of  Iferkets,  Division 
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of  this  report  and  made  constructive  suggestions.    Ify  colleagues.  Professors 
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AGRICULTURAL  MARKETING  ORDERS— CHARACTERISTICS  AND 
USE  IN  CALIFORNIA,  1955-1962 


by 

Jerry  Foytik^ 
INTRODUCTION 

Marketing  orders  represent  one  technique  available  to  agricultural 
industry  to  aid  in  solving  its  production,  marketing,  demand,  and  price 
problems.    This  approach  is  designed  to  facilitate  the  marketing  of  supplies 
already  produced  rather  than  to  control  directly  the  amount  a  farmer  may 
produce.    The  orders  provide  industry -vide,  self-imposed  marketing  regula- 
tions -sponsored  by  government  and  enforced  by  its  police  power.    They  are 
initiated,  developed,  adopted,  directed,  and  financed  by  the  industry  con- 
cerned.   Their  main  purpose  is  to  increase  net  returns  to  producers  by 
commodity  promotion,  quality  improvement,  quantity  control,  and  other 
regulatory  devices. 

More  than  125  individual  marketing  programs  have  been  tried  by  pro- 
ducers, processors,  and  handlers  of  California  farm  commodities  since  1935 
when  they  were  first  authorized  by  federal  and  state  legislation.  Some 
have  operated  for  many  years,  others  only  briefly  or  not  at  all.    About  50 
programs  are  now  in  effect.    The  vast  majority  of  these  deal  with  fruits 
and  vegetables.    Only  fovur  apply  to  other  commodities. 

Since  1955  the  enabling  legislation  and  the  nature  of  individual  pro- 
grams have  undergone  considerable  change.    The  personnel  composition  in 
the  various  agricultural  industries  of  the  state  also  has  changed.  Some 
growers,  processors,  and  handlers  now  active  in  agriculture  are  not  familiar 
with  the  development  and  operation  of  earlier  programs.    They  may  find  it 
useful  to  know  more  about  cvirrent  programs  for  other  industries  as  a  guide 
to  improving  their  own  orders  and  the  manner  in  which  they  operate.  i 


1/    Associate  Professor  of  Agricultural  Economics  and  Associate  Agri- 
cvatural  Economist  in  the  Agricultural  Experiment  Station  and  on  the  Giannini 
Foundation  of  Agricultural  Economics,  University  of  California,  Davis, 
California. 
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THE  MARKETING  ORDER  APPROACH 


The  origin  of  industry-wide  marketing  control  programs  is  traced 
directly  to  the  chaotic  conditions  faced  by  California  farmers,  and 
indeed  by  farmers  throughout  the  United  States,  before  and  during  the 
Great  Depression.    The.  sharp  decline  in  domestic  and  export  demand  for 
fann  products  which  occurred  three  decades  ago  was  not  accompanied  by  an 
appreciable  reduction  in  marketing  charges  nor  a  shrinkage  in  output. 
As  a  consequence,  the  farm  parity  price  ratio  dropped  from  92  percent  in 
1929  to  58  percent  in  1932. 

For  several  decades  prior  to  1930  agricultural  cooperatives  attempted 
to  expand  markets,  to  improve  quality,  and  to  control  "surpluses."  They 
tried  to  extend  the  philosophy  and  practice  of  group  marketing  in  coping 
with  the  enormous  problem  encountered  during    the  1929-I933  depression. 
The  disparity  between  production  and  consumption  at  prices  deemed  reason- 
able by  farmers  was  too  great,  however,  and  often  the  full  meaciire  of 
success  of  a  private  cooperative  effort  was  hampered  or  even  nullified 
by  overshipments  made  by  a  minority.    The  mere  volume  of  shipments  was 
not  as  instrmental  in  breaking  down  cooperative  programs  as  was  the  fact 
that  the  non-cooperating  group  reaped  benefits  out  of  proportion  to  those 
received  by  participating  members.    This  "umbrella"  aspect  of  voliantary 
controls  was  a  major  factor  leading  to  their  disintegration. 

Statutory  Authority 

Voluntary  endeavors  proved  to  be  grossly  inadequate  in  solving  the 
difficult  marketing  problems  facing  agricultural  producers  during  the 
1929-1933  depression.    Because  of  this  inadequacy,  attention  was  focused 
upon  the  need  for  enabling  legislation  as  a  means  of  restoring  the  pur- 
chasing power  of  farmers.    Three  such  laws  were  passed  in  1933. 

The  national  Agrictatural  Adjustment  Act,  enacted  in  May  1933,  included 
marketing  adjustment  features,  as  well  as  production  controls.    Ijy  August 
1933,  the  California  state  legislature  passed  an  Agricultural  Prorate  Act 
and  a  state  Agricultural  Adjustment  Act  to  supplement  the  federal  act. 
These  federal  and  state  laws  permitted  agricultural  industry  groups  to 
develop  marketing  programs  with  some  assurance  that  all  members  of  the 
industry  affected  thereby  would  be  treated  equally. 
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PVom  this  beginning  has  developed  the  present  broad  legislation  for 
marketing  programs.    The  original  laws  were  changed  extensively  by  1937 
because  of  the  legal,  administrative,  and  enforcement  difficulties  en- 
coimtered  by  early  programs.    Also,  legislation,  which  was  originally 
initiated  as  an  emergency  measure,  was  placed  on  a  permanent  basis. 
(a  brief  account  of  the  development  of  these  marketing  laws  appears  in 
Appendix  A.  ) 

At  present,  only  one  federal  law,  the  Agricultural  Marketing  Agreement 
Act  of  1937,  as  amended  somewhat  since,  authorizes  the  use  of  marketing 
orders  and  marketing  agreements.    It  is  available  for  regulating  the  mar- 
keting of  most  agricultural  products  entering  trade  among  the  50  states 
of  the  nation.  I 


MARKETING  ORDERS  MP  AGREEMENTS  DEFIUED 

Some  confusion  exists  as  to  the  meaning  of  "marketing  orders"  and 
"marketing  agreements."    Often  the  terms  are  thought  of  together  and  even 
used  interchangeably.    The  two  instrimients,  however,  are  not  the  same 
thing. 

A  "marketing  agreement"  is  a  voluntary  contractual  arrangement 
entered  into  between  the  Department  of  Agriculture  and  individual  signa- 
tory members  of  a  particular  industry.    Thus,  it  is  binding  only  on  those 
members  who  sign  it.  I 

A  "marketing  order"  is  a  regulation  issued  by  the  government.  It 
applies  equally  to  all  members  of  the  affect  industry.     (This  instrument 
is  called  a  "marketing  program"  if  promulgated  pursuant  to  the  Agricul- 
tural Producers  Marketing  Law.    During  the  initial  period,  1933-35^ 
licenses  were  issued.    The  licensing  authority,  introduced  in  1933,  was 
replaced  by  the  "order"  procedure  in  August  1935-    For  convenience,  the 
terra  marketing  order  is  used  in  this  report  to  include  all  three  instru- 
ments:   a  marketing  order,  a  marketing  program,  and  a  marketing  license.) 

A  "marketing  program,  "  for  ptirposes  of  this  report,  refers  to  any 
program  issued,  whether  it  is  of  the  marketing  agreement  or  marketing 
order  type. 

Note;    The  three  terms  defined  above  (marketing  agreement,  marketing 
order,  and  marketing  program)  have  the  same  meaning  whether  used  in  con- 
nection with  industry  self-help  programs  adopted  under  federal  law  or 
state  legislation.  1 
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Five  separate  California  statutes  can  te  used  to  regulate  intra- 
state commerce  of  agricviltural  products  grovm  within  the  state.  Ex- 
cluding the  heef  promotion  order  established  hy  a  special  law  (appli- 
able  only  to  that  one  commodity)  all  state  programs  now  in  effect  were 
Issued  under  the  California  Marketing  Act  of  1937  or  the  Agricultural 
Producers  Marketing  Law.    The  other  three  laws  are  the  California  Agri- 
cultiiral  Products  Marketing  Act  of  1937  and  19^3,  and  the  Processed 
Foodstuff  Marketing  Act. 

These  laws,  federal  and  state,  are  designed  to  assist  farmers  in 
securing  a  higher  income  by  permitting  them  to  develop  and  operate  mar- 
keting orders  and  agreements.    The  programs,  organized  along  commodity 
lines,  apply  to  all  members  of  the  affected  industry.    The  different 
acts  state  this  purpose  in  varying  terms  and  specify  different  ways  for 
measuring  the  extent  to  which  the  legislation  may  be  used. 

Under  each  law,  the  police  power  of  the  government  is  used  to  compel 
minorities  to  abide  by  the  wishes  of  the  majority.    It  is  assumed,  of 
course,  that  these  wishes  of  the  majority  are  synonymous  with  the  interests 
of  the  industry  and  even  of  the  nation.    The  intent,  however,  is  to  main- 
tain equity  among  the  persons  regulated.    Each  law  provides  that  the  wel- 
fare of  the  consmers  must  be  considered  by  prohibiting  the  use  of  controls 
in  a  manner  which  results  in  a  serious  burden  on  consmers. 

Marketing  control  legislation  does  not  Impose  control  over  the  mar- 
keting of  any  commodity  nor  even  provide  that  any  control  will  necessarily 
be  established.    It  is  merely  enabling  legislation  which  permits  each 
industry  to  decide  within  the  constraints  specified,  whether  a  program 
is  to  be  employed,  and  the  nature  of  that  program. 

State  and  federal  laws  are  similar  in  several  other  ways.  Each 
establishes  a  separate  administrative  agency,  selected  and  controlled 
by  the  industry  itself,  for  the  program.    Each  permits  the  use  of  a 
variety  of  regulatory  controls,  from  v/hlch  the  industry  selects  those  to 
be  specified  in  its  program.    Each  requires  the  industry  to  finance  its 
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program  by  assessments  levied  on  the  members  regulated.    Each  specifies 
the  mmerous  other  provisions  needed  to  operate  the  program,  authorizes 
the  use  of  both  marketing  orders  and  marketing  agreements,  and  prescribes 
a  similar  procedure  for  developing  an  individual  program. 

Yet  specific  differences  do  exist  among  the  marketing  programs 
issued  under  the  different  acts.    The  major  ones  are  in  the  applicability 
of  California  and  national  legislation  authorizing  marketing  orders  and 
marketing  agreements.    Programs  established  under  state  and  federal  law 
differ  primarily  in  the  following  respects:  j 

1.  California  programs  are  geared  tovrard  maintaining  in  business 
enough  "efficient"  producers  to  "meet  demand"  likely  to  develop. 
Some  controls  of  federal  programs  cannot  be  operated  diiring  | 
seasons  when  farm  prices  exceed  parity. 

2.  All  agricultural  commodities  are  eligible  for  a  state  program. 
Federal  programs  cannot  be  used  for  some  products.    Those  ex- 
cluded are  most  fruits  and  vegetables  for  canning  and  freezing, 
livestock,  poultry  (except  turkeys),  several  livestock  pro- 
ducts (except  turkey  hatching  eggs  and  dairy  products),  most 
major  field  crops,  and  a  few  others. 

3.  State  programs  can  be  applied  to  producers,  or  handlers,  or 
both.    Federal  programs,  although  intended  to  increase  net 
retiirns  to  producers,  are  applied  directly  only  to  handlers. 

h.    California  programs  regulate  commodities  produced  and  marketed 
within  the  state.    They  can  be  applied  to  "preparation  for 
market"  even  though  the  ultimate  consumption  occurs  in  another 
state.    Federal  programs  regulate  movement  to  interstate  and 
foreign  markets.    Federal  and  not  state  programs  must  be  used 
if  regulations  are  to  apply  to  supplies  originating  in  more 
than  one  state. 

5.  A  state  program  does  not  include  both  a  marketing  order  and  a 
marketing  agreement  at  the  same  time.    Federal  programs  normally 
utilize  marketing  orders  incorporating  terras  parallel  to  those 
embodied  in  companion  marketing  agreements.     The  one  major  excep- 
tion is  fluid  milk,  in  which  case  only  marketing  orders  are  used. 

6.  Commodity  promotion  can,  and  often  is,  financed  from  funds  I 
collected  under  state  programs.    Such  expenditures  are  prohibited 
for  federal  programs. 

7.  A  state  program,  generally,  requires  approval  by  two-thirds  of 
all  members  in  an  industry.    A  federal  program  requires  approval 
by  two-thirds  of  the  members  voting  in  a  special  referendum.  | 

8.  California  laws  specify  maximum  assessment  rates.    No  such  limit 
is  set  by  federal  legislation. 
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Program  Initiation 

Marketing  orders  and  agreements,  federal  and  state,  are  developed 
upon  request  from  the  industry  concerned.    The  part  played  by  the  govern- 
ment is  confined  largely  to  conducting  the  proceedings  for  the  issuance 
of  a  program,  evaluating  its  practicability  and  legality,  and  protecting 
the  interests  of  Individual  industry  members  and  of  the  general  public. 

State  marketing  agreements  and  federal  programs  are  developed  and 
adopted  in  about  the  same  manner.    The  method  employed  for  getting  a 
state  order  adopted  (or  making  a  major  amendment)  is  summarized  in  the 
box  below.    Normally,  it  takes  one  or  two  months  to  hold  the  public  hear- 
ing and  conduct  the  sign-up  for  a  state  marketing  program  and  somewhat 
less  time  to  amend  it. 

No  federeil  or  state  program  is  issued  unless  approved  by  a  vast 
majority  of  the  members  of  the  affected  industry.    This  req.uirenent  repre- 
sents the  major  difference  in  methods  for  securing  establishment  of  a 
marketing  program. 


STARTING  MP  AMENDING  CALIFORNIA  MARKETING  OEDERS 

The  procedure  for  setting  up  a  marketing  order  and  for  making  major 
amendments  usually  involves  the  following  steps: 

1.  The  need  for  a  program  is  discussed  among  various  groups  in 
the  industry  and  with  representatives  from  the  state  Department 
of  Agriculture. 

2.  A  proposal  is  drafted  and  submitted  by  its  proponents  from  the 
industry. 

3.  A  public  hearing  (or  series  of  hearings,  as  necessary)  is  con- 
ducted by  the  government  to  receive  evidence  for  and  against 
the  proposal  and  to  obtain  suggestions  for  change. 

k.    On  the  basis  of  this  testimony  (submitted  by  government  repre- 
sentatives, industry  members,  and  others),  a  determination  is 
made  by  the  state  Department  of  Agriculture  as  to  whether  an 
order  is  needed  and  whether  the  proposal  under  consideration  is 
practical  and  meets  legislative  standards. 

5.  The  final  version  (the  original  proposal,  revised  as  deemed 
necessary)  is  submitted  for  approval  by  the  industry. 

6,  An  effective  date  is  specified  and  the  program  is  issued  by  the 
state  Director  of  Agriculture  if,  and  only  if,  approved  by  the 
requisite  65  percent  of  the  affected  industry  as  given  in  the  text. 
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Generally,  a  federal  marketing  order  requires  approval  by  two-thirds 
of  the  producers,  by  nimiber  or  by  volume,'^  who  actually  vote  in  the  refer- 
endum held  for  that  purpose,  and  approval  by  handlers  of  50  percent  of  the 
volume  marketed.     (Approval  by  75  percent  of  the  producers  and  80  percent 
of  the  handlers  is  needed  for  California  citrus.)    The  Secretary,  however, 
may  issue  an  order  (binding  on  all  handlers),  even  if  handlers  fail  to 
approve  the  agreement  by  signing  it,  provided  the  necessary  producer  ' 
approval  has  been  given  and  the  order  is  the  only  practicable  way  of  carry- 
ing out  the  objectives  of  the  1937  act. 

1 

Approval  requirements  for  a  state  order  vary  according  to  the  segment 
of  the  industry  affected  directly  and  the  law  under  which  the  program  is 
being  issued.    The  basis  for  determining  approval  is  all  members  of  the 
affected  industry  rather  than  merely  those  voting,  as  with  a  federal  pro- 
gram.   In  effect,  persons  who  do  not  assent  are  viewed  as  dissenters. 
Usually,  the  minimum  required  assent  is: 

1.  65  percent  of  the  producers  marketing  51  percent  of  the  volume, 
or  51  percent  of  the  producers  marketing  65  percent  of  the 
volume,  if  producers  are  regulated;  |  ' 

2.  65  percent  of  the  processors,  by  nimiber  and  vol\jme,  if  canners 
and  dried  fruit  packers  are  regulated; 

3.  65  percent  of  the  handlers,  by  number  or  volxme,  if  other 
handlers  are  regulated. 

An  agricultural  cooperative  can  vote  as  a  \mit  for  its  members,  pro- 
vided the  by-laws  of  the  organization  permit  such  a  vote.     This  provision, 
included  in  both  federal  and  state  legislation,  gives  the  cooperative  sane 
advantage  in  getting  programs  and  amendments  approved  or  disapproved. 

The  method  of  operation  is  specified  in  some  detail  "by  each  marketing 
agreement  and  order.     It  authorizes  the  use  of  particular  regulatory  de- 
vices, establishes  an  administrative  agency,  specifies  maximum  assessment 
rates,  and  contains  the  numerous  other  provisions  required  to  operate  the 
program.    These  aspects  of  program  operations  are  discussed  in  the  next 
three  major  sections  of  the  report.  | 


1/    As  used  here  two-thirds  of  producers  "by  volume "  means  producers 
marketing  two-thirds  of  the  total  volume.    A  similar  meaning  is  intended 
for  subsequent  reference  to  "hy  volume "  in  connection  with  voting 
requirements. 


TABLE  1 


California  Commodities  Under  Agricultural  Marketing  Programs, 

1960-196?^/ 


State  program 

Federal 

program 

For  fresh 

For  other 

For  fresh 

For  other 

Commodity- 

market 

outlets 

market 

outlets 

Fruits,  berries,  and  tree  nuts 

Almonds 

X 

Apples,  early 

X 

Avocado 

X 

Berries,  bush 

X 

Berries,  Olallie 

X 

Dates 

X 

Figs,  dried 

X 

Grapes 

X 

X 

Grapefruit 

X 

X 

Lemons 

X 

Nectarines 

X 

Olives,  canned 

X 

Oranges,  navel 

X 

Oranges,  Valencia 

X 

Peaches,  freestone 

X 

X 

Peaches,  clingstone 

X 

Pears,  Bartlett 

X 

X 

X 

Itears,  winter 

X 

X 

X 

Plums 

X 

X 

Prunes,  dried 

X 

X 

Raisins 

X 

X 

Strawberries 

X 

X 

Walnuts 

X 

Wine 

OXDTAL  (nvmiber) 

8 

11 

10 

6 

Vegetables  and  potatoes 

Artichoke 

Asparagus 

X 

Beans,  lima  (dry) 

V 

Brussels  sprouts 

X 

Cantaloup 

X 

Lettuce 

X 

Potatoes 

X 

X 

Tomatoes,  fresh  green 

X 

TOTAT.  { mimbpf  ) 

6 

3 

X 

r\ 
U 

Dthers 

Beef 

X 

Chickens 

X 

Honey,  extracted 

X 

Turkeys 

X 

X 

TOTAL  (number) 

2 

3 

0 

0 

GRAKD  TOTAL  (number) 

16 

17 

11 

6 

a/  All  commodities  for  which  programs  were  operated  during  at  least  part  of  one 
season  between  January  I96O  and  August  I962. 


Source:    Summarized  from  program  specification  sheets. 
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Commodity  Coverage 

The  number  of  programs  in  effect  changes  from  season  to  season. 
During  the  past  three  years  (January  1959-July  I962)  eight  new  orders 
vere  issued,  five  vere  terminated,  and  three  were  suspended.    For  this 
period  56  different  programs  were  in  effect,  including  16  federal  orders, 
39  state  orders,  and  one  state  agreement.^  j 

This  does  not  mean,  however,  that  the  number  of  commodities  affected 
was  equally  large.    Ko  less  than  nine  different  programs  dealt  with  pears, 
and  three  with  lettuce.    In  addition,  each  of  eleven  other  commodities 
were  affected  by  two  separate  marketing  orders.    Only  two  programs,  on  the 
other  hand,  regulated  more  than  one  commodity.    The  federal  marketing 
order  for  California  Deciduous  Tree  Fruits  was  issued  to  cover  Bartlett 

I 

pears,  Elberta  peaches,  and  plums.    Both  chickens  and  turkeys  were  in- 
cluded in  the  state  marketing  agreement  for  Poultry  and  Turkey  ]jnprovement . 

Programs  apply  to  some  36  different  commodities.    Data  in  Table  1  I 

2.1 

(page  8)  indicate  what  kinds  of  programs  are  used.—'     Twenty  commodities 
are  regulated  by  state  programs  alone,  eight  by  federal  programs  alone, 
and  eight  by  both  state  and  federal  programs.    Usually,  only  one  principal 
outlet  is  controlled — fresh  marketings  for  17  commodities,  processing  for 
13,  and  both  outlets  for  six. 


1/    The  discussion  in  this  section  excludes  three  federal  orders.  The 
hog  cholera  order  has  been  in  effect  since  1936.    An  order  for  shade  grcjwn 
tobacco  (Georgia  and  Florida)  was  adopted  in  June  1952,  suspended  in  | 
February  1955^  and  reinstated  in  May  I962.    A  new  order  for  cranberries 
gro\m  in  ten  states  became  effective  on  August  I5,  19^2. 

I 

2/    This  listing  is  only  an  approximation  of  the  number  of  products 
affected  in  the  sense  that  difficulty  is  encountered  as  to  what  constitutes 
a  separate  commodity.    For  example,  Olallie  berries  are  listed  separate 
from  bush  berries  even  though  they  are  a  bush  berry.    Similarly  navel  and 
Valencia  oranges  are  sho\m  as  two  commodities.    On  the  other  hand, 
Elberta  peaches  are  grouped  with  freestone  peaches,  Tokay  grapes  with 
grapes,  etc. 
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TABLE  2 


California  Fruits  and  Vegetables:    Acreage  and  Farm  Value  of  Sales, 
1961  Total  and  Under  Marketing  Controls 


Bearing 

acreage 

Farm  value 

Under  control 

(1,000  acres) 

(million 

dollars ) 

(percent 

of  total) 

Under 

Under 

Crop 

xoT/a± 

control 

Total 

control 

Acreage 

Value 

Walnuts 

1PP  R 

1  ?p  ft 

X££  •  u 

07  1 

PT  1 

100. 0 

100.0 

Almonds 

89.3 

89.3 

•56  7 
jD.  1 

■5^  v 

±uu,  u 

XUU.  U 

Others  (k  nuts) 

.6 

0 

.2 

0 

0 

0 

Tree  nuts 

PI  9  v 

PI  P  T 
CX^  .  X 

64.0 

63.8 

99.7 

99.7 

Strawberries 

XX.  5 

30. 'f- 

100.0 

100.0 

Bushberries 

P  1 

1  Q 

— iH- 

3.3 

2.9 

90.0 

90.0 

Berries 

xj.^ 

jy.  1 

39.3 

90.5 

99.2 

Oranges 

XjX  .0 

1  on  Q 

7ft  4 

xmj.  u 

(O.O 

Lemons 

1;Q  7 
1 

jp.u 

PQ  )l 

XUU.U 

66.0 

Grapefruit 

y.  P 

•5  Q 

J.  y 

P 

XUU.  U 

67.0 

Limes 

n 

Q 
.  J 

U 

0 

0 

Citrus  fruits 

191.1 

190.8 

llif)  1 
X*+^.  X 

1  nil  li 

yy.o 

74.5 

Peaches 

on  1 

55.8 

45.4 

100.0 

71.0 

Prunes 

An 

OU.  p 

^p.y 

45.9 

100. 0 

100.0 

Apricots 

ju .  p 

ill  )i 

0 

0 

0 

Pears 

0)1  0 
3^.3 

■PQ  P 

1  HA  A 

XUU.  u 

XUU.  0 

Olives 

28.2 

28.2 

•7  1 

7.1 

0.2 

100.0 

87.0 

Apples 

23.2 

16.0 

3.7 

23.0 

23.0 

Plums 

22.2 

12.7 

12.6 

100.0 

99.0 

Avocados 

iio.y 

20.9 

9.9 

9.9 

100.0 

100,0 

20.2 

17.3 

5.4 

4.1 

84.0 

77.0 

Others  (6  fruits^ 

25.0 

13-5 

I0.7 

9.1 

5^.0 

49.0 

302.0 

313.0 

219.1 

170.1 

81.9 

77.6 

GraDSS  Raisin 

22D.7 

llo.O 

47.0 

52.0 

51.9 

Grape  s  ^  Table 

ol.o 

22.5 

22.2 

6.1 

27.5 

27.5 

GraTJGS  Winp 

llD.4 

36.6 

36.6 

100.0 

100.0 

'124.9 

256.9 

09.7 

60. 5 

60.0 

Total  fruits 

1,224.3 

986.2 

612.3 

467.3 

80.6 

76.3 

Lettuce 

120.5 

120.5 

66  ^ 

66  ? 

1  on  n 

XUU.  u 

Cantaloup 

52.1 

hk.5 

33.1 

26.4 

85.0 

80.0 

Asparagus 

66.0 

66.0 

26.1 

26.1 

100.0 

100.0 

Brussels  sprouts 

h.9 

6.3 

6.3 

100.0 

100.0 

Artichoke 

8.5 

8.5 

^^.5 

^.5 

100.0 

100.0 

Corn,  green 

19.2 

6.2 

7.6 

3.2 

32.0 

43.0 

Six  vegetables 

271.2 

250.6 

143.9 

132.  a 

92.4 

92.3 

Tomatoes 

185.0 

19.5 

125.7 

23.8 

10.5 

18.9 

Other  vegetables 

2^3.0 

0 

163.4 

0 

0 

0 

Total  vegetables 

699.2 

270.1 

433.0 

156.6 

3B.6 

36.2 

GRAMD  TOTAL 

1.923.5 

1,256.3 

1.045.3 

623.9 

65.3 

59.7 

urce:  Data  on  total  bearing  acreage  and  total  farm  value  are  from  various  government 
reports  (federal  and  state).    Other  figures  are  estimates  made  by  the  author. 
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A  difference  exists  as  to  commodity  coverage  of  federal  and  state 
programs.    Federal  programs  regulate  ten  fresh  fruits,  two  dried  fruits, 
two  tree  nuts,  potatoes,  and  grapes  for  crushing.    Thus,  they  apply  j 
mainly  to  fruits.    State  programs,  on  the  other  hand,  apply  to  a  wider 
array  of  commodities.    They  are  used  for  sixteen  fruits,  eight  vegetables, 
and  four  other  non-hortictiltural  products.  I 

almost  any  comparison  It  is  clear  that  the  fruit  and  vegetable 
iridustry  is  regulated  by  marketing  orders  to  a  much  greater  extent  than 
is  the  rest  of  the  state's  agricultxure.    Almost  two-thirds  of  the  fruit 
and  vegetable  industry  operates  under  these  marketing  programs.    The  pro- 
portion is  much  higher  for  fruits  (75-80  percent)  than  for  vegetables 
(35-^0  percent).    Programs  cover  almost  all  sales  of  tree  nuts,  berries, 
major  deciduous  tree  fruits,  and  five  vegetables.    They  also  apply  to 
large  proportions  of  the  sales  of  citrus  fruits  and  grapes.'^ 

Programs  were  operated  (as  distinct  from  being  in  effect)  in  21 
or  more  seasons  for  19  of  the  53  commodity  programs  now  in  effect,  in 
11  to  l8  seasons  for  l6  others,  and  in  fewer  than  10  seasons  for  l8 — 
see  Table  3  (page  12).    This  variation  in  the  longevity  of  operations 
is  due  mainly  to  differences  in  the  dates  at  which  various  programs  be- 
come effective.    Of  the  l8  programs  operated  less  than  ten  years,  1^;  I 
were  adopted  since  1953  and  used  in  each  subsequent  year.    Three  others 
operated  for  a  single  season,  under  an  Initial  order  terminated  by  I938, 
and  have  used  controls  continuously  under  new  orders  Issued  since  1955. 
Only  one  program  (the  state  order  for  green  corn)  has  remaineid  inactive 
for  several  recent  years.    It  was  operated  19^1-8-51  and  1954. 


1/   Amounts  under  marketing  controls,  as  shown  in  Table  2  (page  lO), 
include  (l)  all  bearing  acreage  of  a  particular  variety  to  which  regula- 
tions apply  and  (2)  the  farm  value  of  only  that  part  of  sales  to  which 
regulations  apply.    For  example,  the  total  acreage  is  used  for  peaches, 
since  both  cling  and  freestone  varieties  are  controlled.    The  veilue 
figture,  however,  is  the  total  for  cannery  sales  of  cling  peaches,  inter- 
state fresh  sales  of  ELberta  peaches,  and  Intrastate  fresh  sales  of  all 
freestone  veurietles,  since  these  represent  the  parts  of  the  crop  vmder 
control. 
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TABLE  3 


California  Agricxiltural  ^ferketing  Programs, 
Number  of  Seasons  Operated,  I933-I962 


Wimiber  of 

Federal  / 

State  programs^ 

All 

seasons^ 

programs-' 

Fruits 

Others 

All 

programs 

Current  programs 

1 

2 

3 

5 

6 

5  to  9 

2 

3 

7 

10 

12 

11  to  14 

2 

3 

7 

9 

15  to  18 

h 

2 

1 

3 

7 

21  to  25 

3 

9 

1 

10 

13 

26  to  30 

5 

0 

1 

1 

6 

TOTAL  (programs) 

17 

20 

16 

36 

53 

Average  (seasons ) 

18.8 

16.2 

9.8 

13.6 

15.3 

e/ 

Terminated  programs-' 

None 

0 

1 

2 

3 

3 

1 

2 

3 

\ 

7 

9 

2 

5 

0 

0 

0 

5 

3  to  4 

1 

0 

3 

3 

If 

5  to  8 

2 

2 

3 

5 

7 

TOTAL  (programs) 

10 

6 

12 

18 

28 

Average  (seasons) 

2.8 

h.1 

3.0 

2.8 

2.8 

a/  A  series  of  orders  or  agreements  is  considered  as  a  single  program  if 
applied  to  substantially  the  same  cctnmodity,  even  though  the  outlet  or 
segment  of  the  ind\istry  covered  is  changed.    Operations  of  the  federal 
program  for  California  Deciduous  Tree  Fruits  are  counted  as  three 
separate  programs,  covering  Bartlett  pears,  Elberta  peaches,  and  plums. 
Similarly,  operations  of  prior  federal  programs  for  citrus  are  coiinted 
as  separate  programs  for  grapefruit,  navel  oranges,  and  Valencia  oranges. 

b/  A  program  is  considered  operative  even  though  (as  occurred  in  a  few  cases) 
controls  vere  used  during  only  a  part  of  the  season. 

c/  All  ciirrent  federal  programs  apply  to  fruits  and  tree  nuts,  except  for 
the  potato  order.  Those  terminated  include  five  for  fruits,  three  for 
vegetables,  and  one  each  for  rice  and  hops. 

d/  Berries,  tree  nuts,  and  wine  are  included  with  fruits. 

e/  Excludes  state  programs  for  dates  and  i-ralnuts  (operated  11  and  I5  seasons, 
respectively)  since  these  \rere  "merged"  with  federal  orders. 

Source:    Summarized  from  Appendix  Tables  A-3,  A-8,  A-9,  and  A-11,  supplemented 
somewhat       other  information. 
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Programs  for  fruits,  in  general,  have  been  operated  for  considerably- 
longer  periods  than  those  for  other  commodities.    Half  of  the  36  federal 
and  state  orders  for  fruits  have  operated  for  21  or  more  seasons  since 
1933-    Only  two  of  the  17  other  programs  have  been  used  this  long.  Pro- 
grams no  longer  in  effect  were  used  less  frequently.    Only  seven  regulated 
Marketing  in  five  or  more  seasons. 

Former  Use  of  Programs 

The  use  of  California  and  federal  marketing  control  programs  has 
changed  in  several  ways  during  the  past  thirty  yeeirs.    These  shifts  are 
illustrated  by  citing  experiences  for  some  representative  cases. 

Even  though  federal  programs  to  limit  packs  and  to  establish  minimum 
grower  prices  for  several  canning  crops  were  considered  as  a  means  of 
alleviating  the  distressed  conditions  prevailing  in  the  early  1930's,  only 
those  for  California  asparagus,  olives,  and  cling  peaches  were  put  into 
effect.    Each  of  these  programs,  adopted  during  the  period  August  1933- 
March  193^,  was  terminated  after  two  seasons.    The  1935  amendments  to  the 
Agricultural  Adjustment  Act  removed  most  processing  fruits  and  vegetables 
from  the  commodities  eligible  for  marketing  orders.    This  narrowing  of  the 
scope  of  the  act  reflected,  in  the  main,  strong  opposition  by  cannersy^  who 
disliked  any  order  not  approved  by  them.     Processors  fully  recognized  that 
their  interests  and  those  of  growers  might  not  coincide,  and  that  the 
Department  of  Agric\ilture  might  give  precedence  to  growers '  interests . 
Nevertheless,  there  are  ik  current  state  programs  for  processing  commoditie 
including  asparagus,  olives,  and  cling  peaches.    They  use  substantially 
different  regulatory  devices  than  attempted  originally  under  federal  pro- 
grams . 

I 

Both  federal  and  state  programs  have  been  used  extensively  to  control 
the  marketing  of  California  tree  nuts  and  dried  fruits.    The  federal  pro- 
gram for  walnuts  has  been  operated  almost  continuously  since  1933.  A 
parallel  state  program,  used  during  most  seasons  from  1935  to  1953,  was 
terminated  because  provisions  of  the  federal  order  were  extended  to  cover 
intrastate  as  well  as  interstate  commerce. 
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California  dates,  prunes,  and  raisins  vere  regulated  by  three  federal 
programs  in  193^^  and  by  state  orders  for  several  years  beginning  in  1937- 
Following  World  War  II,  dried  figs,  prunes,  and  raisins  employed  both 
federeil  state  orders,  and  the  state  order  for  dates  was  replaced  by  a 
federal  order.    These  industries  experimented  with  different  programs 
before  choosing  those  considered  to  be  most  appropriate  for  the  situa- 
tions encountered.    In  general,  they  illustrate  the  joint  use  of  dif- 
ferent orders,  if  necessary,  to  regulate  different  portions  of  the  crop, 
(in  addition,  different  regulatory  devices  are  permitted  \inder  state 
and  federal  legislation.    This  explains,  in  part,  the  use  of  supplementsiry 
orders . ) 

Parallel  programs  covering  interstate  and  intrastate  trade  were 
operated  for  cantaloupes  in  1938  and  for  grapefruit  in  19l)-4-U8.  Ttiey 
have  been  used  since  1950  for  plums  and  fresh  peaches,  and  for  about  20 
years  for  fresh  Bartlett  pears  and  for  fresh  winter  pears. 

Industry  also  advanced  proposals  to  coordinate  sales  from  different 
areas.    In  the  first  flush  of  enthusiasm  following  passage  of  the  national 
Agricultural  Adjustment  Act  several  such  programs  were  developed.  All, 
however,  were  discontinued  within  two  or  three  years. 

The  Pacific  Coast  Bartlett  pear  industry  tried  in  193h  and  in  1935 
to  institute  a  joint  cannery-fresh  order.    At  about  this  same  time, 
vegetable  growers  in  Colorado  and  western  Washington  adopted  separate 
programs  and  intended  to  synchronize  controls  over  sales  originated  in 
their  two  producing  areas.    California  asparagus  grovjers,  then  producing 
two-thirds  of  the  national  crop,  developed  a  similar  plan  to  coordinate 
California  fresh  and  cannery  shipments  with  those  from  other  areas. 
Each  plan  was  dropi)ed  because  of  the  difficulties  encountered  in  devising 
a  workable  procedure  for  making  prorations. 
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I  ■ 

Possibly  the  most  ambitious  program  vas  that  attempted  by  the  citrus 
industry.    In  December  1933  the  three  principal  citrus-producing  states 
adopted  separate  agreements  containing  similar  provisions  vhich  provided 
the  basis  for  establishing  a  nationeil  stabilization  plan.    .That  idea  was 
abandoned,  however,  because  agreement  could  not  be  achieved  on  methods 
for  allocating  shipments  among  producing  areas.    Subsequently,  the  in- 
dustry adopted  a  series  of  programs.    For  example,  one  state  and  four 
federal  orders  apply  to  California  citrus  fruits. 

The  fragmentation  of  citrus  regulations  among  a  set  of  programs 
suggests  another  tendency.    At  present,  separate  programs  are  adopted 
if  different  outlets  are  to  be  regulated.    Ho\rever,  more  programs  include 
both  producers  and  handlers  (or  processors)  than  was  the  case  in  former 
years.    Separate  producer  and  handler  orders  have  been  combined  for  five 
commodities:    dry-pack  lettuce,  canned  ripe  olives,  dried  prunes,  raisins, 
and  wine.    No  program  applicable  to  both  producers  and  handlers  has  been 
replaced,  in  recent  years,  by  separate  producer  and  handler  orders.  How- 
ever, several  programs  still  control  only  producers  alone  or  handlers 
alone. 

A  final  observation  about  the  use  of  marketing  programs  appears 
appropriate.     Initially,  federal  programs  were  issued  for  an  array  of 
commodities.    During  the  first  year  (to  May  193'0>  marketing  agreements 
(generally  accompanied  by  marketing  licenses)  were  adopted  for  fluid  I 
milk  in  fifteen  marketing  areas  and  for  several  other  non-horticultural 
commodities.—'     Nearly  all  of  these  were  terminated  after  a  brief  period 
of  operation- -often  less  than  one  full  season.    At  present,  federal  pro- 
grams are  largely  confined  to  horticultural  products  and  fluid  milk.  On 
the  other  hand,  more  state  programs  for  non-horticultural  products  are 
being  operated  now  than  formerly.    These  programs,  ho\rever,  are  used 
chiefly  to  support  industry-wide  advertising. 


1/    These  included  seven  for  different  types  of  tobacco,  four  for 
various  segments  of  the  naval  stores  industry,  and  individual  programs 
for  North  Pacific  wheat,  California  rice,  southern  milling  rice,  peanut 
millers,  improved  alcoholic  beverages,  distilled  spirits,  and  packaged 
bees  and  queens. 
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The  foregoing  examples  sviggest  the  following  conclusions: 


1.  Producers  of  fruits  and  vegetables  to  be  canned  or  frozen,  as 
well  as  processors,  show  a  decided  preference  for  state  programs 
over  federal  programs,  at  least  as  presently  authorized. 

2.  Several  industries  employ  both  state  and  federal  programs 
because  each  yields  certain  benefits  not  completely  realizable 
under  the  other. 

3.  Over-all  plans  covering  different  producing  areas  have  not 
worked  because  of  difficulties  encountered  in  achieving  agree- 
men,t  on  appropriate  techniques  for  malting  prorations  equitable. 

h.    Generally,  both  fresh  marketings  and  processing  are  not  regulated 
by  the  same  programs. 

5.    Programs  are  used  chiefly  for  horticultm-al  commodities,  except 
for  federal  marketing  orders  applicable  to  fluid  milk. 
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PROGRAM  OBJECTIVES  MD  IMPLEMEIITATIOW 


Marketing  orders  and  agreements  differ  from  the  major  crop  control 
programs  in  that  they  do  not  include  provisions  for  government  payments 
to  growers  and  they  do  not  control  directly  the  amount  any  farmer  may 
produce.    They  enable  an  industry  to  manipulate  supply  and  demand  in  such 
a  way  as  to  bring  about  a  balance  at  a  level  which  yields  a  higher  net 
return  (to  farm  producers)  than  would  otherv^ise  result.    The  approach  in- 
cludes (l)  some  concerted  effoi-t  to  stimulate  demand  and  (2)  quality  im- 
provement, quantity  adjustment,  and  activities  to  facilitate  the  marketing 
of  supplies  already  produced.     In  addition,  many  orders  provide  for  some 
types  of  research  as  an  aid  to  administrators  of  the  programs  and  to 
members  of  the  industries  affected.  I 

The  enabling  legislation  authorizes  a  wide  variety  of  regulatory 
devices.    Practically  all  of  them  have  been  tried  in  some  marketing  order. 
Some  proved  ineffective  and  are  no  longer  used.    Others  proved  suitable 
only  to  specific  circumstances  and  are  used  sparingly  at  present.  Those 
prescribed  in  current  marketing  orders  (for  commodities  other  than  fluid 
milk)  are  chiefly  of  a  fev7  general  types.    They  are  discussed  below  under 
five  headings: 

1.  Research  studies. 

2.  Commodity  promotion. 
3-    Quality  regulations. 

h.    Rate-of-flow  restrictions. 
5.    Volume  controls. 


Research  Studios 

Many  marketing  orders  permit  research  into  problems  of  production, 
processing,  or  distribution.    Usually  the  projects  are  short-temi  investi- 
gations of  current  operating  problems  which  are  specific  in  nature  and  re- 
quire immediate  attention.    They  include,  for  example,  studying  maturity 
standards,  developing  methods  of  testing  and  grading  in  confomity  to 
specifications,  improving  container    and  packing  methods,  developing  al- 
ternative methods  for  car  loading  and  refrigeration,  developing  sampling 
forecasts  of  prospective  production,  improving  harvesting  and  packing 
equipment  and  crop  varieties,  surveying  consuraer  attitudes  and  preferences, 
and  collecting  information  on  retail  prices  and  movements. 

The  effectiveness  of  these  efforts  has  not  been  evaluated.  Presumably 
these  studies  of  current  operating  problems  yield  results  which  satisfy 
those  administrating  the  marketing  orders. 

Only  occasionally  is  an  attempt  made  to  collect  sufficient  funds  to 
support  fundamental  research  in  either  "technological"  or  "economic"  prob- 
lems.   This  does  not  mean  that  industry  members  consider  such  investigations 
to  be  of  little  benefit  to  them.    Normally  these  projects  are  authorized 
under  separate  legislation  and  are  financed,  in  large  part,  by  direct  appro- 
priations of  the  national  and  state  governments. 

Certain  economic  data  that  are  difficult  to  obtain  otherwise  are 
gathered  when  marketing  orders  are  operated.    Having  this  information 
available  has  stimulated  study  of  price-quantity  relationships  and  other 
basic  economic  problems.    Results  from  such  studies  could  have  considerable 
bearing  upon  how  well  the  orders  are  operated.    As  more  program  administra- 
tors become  more  aware  of  this  fact,  a  greater  effort  will  be  made  to  have 
such  investigations  carried  out  by  governmental  agencies  and  universities. 

Commodity  Promotion  • 

Many  processing  and  marketing  organizations  advertise  their  products 
extensively.  These  efforts  are  directed  chiefly  toward  promoting  the  in- 
dividual brands  of  the  firms  sponsoring  the  advertising. 
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Groups  of  producers,  processors,  and  handlers  are  also  interested 
in  undertaltlng  commodity  promotion  on  an  industry-wide  basis,  since  they 
think  it  pays  to  attempt  to  expand  the  markets  for  their  products  by  in- 
dustry advertising,  trade  promotion,  consumer  education,  and  point-of- 
sales  displays.    Such  promotional  activities  are  aimed  at  expanding  de- 
mand for  the  commodity  by  increasing  (or  at  least  maintaining)  sales  in 
existing  markets,  by  creating  and  developing  new  markets,  or  by  promoting 
particular  uses  for  the  commodity.  I 

Funds  collected  under  state  marketing  order  programs  may  be,  and 
often  are,  ejrpended  for  these  promotional  activities.    Such  expenditures 
may  not,  however,  be  made  under  federal  programs. 

State  laws  establishing  marketing  orders  stipulate  that  commodity 
promotion  (l)  shall  malce  no  "false  or  unwarranted  claim  in  behalf"  of 
the  product,  (2)  shall  not  "disparage  the  quality,  value,  sale,  or  use 
of  any  other  agricultural  commodity,"  and  (3)  shall  make  no  "reference 
to  a  particular  brand  or  trade  name."    Expenditures  may  also  be  made 
"for  the  prevention,  modification  or  removal  of  trade  barriers  which 
obstruct  the  free  flow  of  agricultural  commodities  to  markets." 

Commodity  promotion  can  lift  demand  above  the  level  that  would  other- 
wise prevail.    Each  member  of  the  industry  benefits  in  proportion  to  the 
volume  he  markets.     It  is  extremely  difficult,  however,  to  determine  just 
how  much  demand  is  raised  by  the  promotional  activities  vindertaken. 

These  programs  invite  retaliation.    For  example,  if  two  ceinned  fruits, 
say  peaches  and  pears,  are  considered  by  the  industry  to  be  close  substi- 
tutes at  consumer  markets,  then  an  advertising  program  for  one  may  bring 
forth  an  advertising  program  for  the  other.     In  fact,  the  second  industry 
may  need  to  advertise  "defensively"  mei-ely  to  keep  its  share  of  the  market. 

Important  problems  remain  to  be  solved.     Is  demand  raised  sufficiently 
to  cover  the  costs  incurred?    Even  if  advertising  is  deemed  appropriate, 
how  much  is  to  be  spent?    How  is  the  advertising  dollar  to  be  allocated 
among  consumer  markets  and  among  promotion  media? 
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Quality  Regvilatlons 

Fruits  and  vegetables  of  Im  quality  sell  at  discounted  prices  because 
of  their  poor  flavor  and  heavy  wastage,  yet  costs  for  packing  and  transport- 
ing these  portions  of  the  crop  are  about  the  same  as  for  supplies  of  better 
quality.    Hence,  the  poorer  grades  and  smaller  sizes  may  result  in  lov  or 
even  "red  ink"  returns,  and  immature  produce  may  "spoil"  the  market.  Fur- 
thermore, such  low-quality  produce  may  exert  a  disproportionate  influence 
on  the  price  level  for  the  commodity  and  may  adversely  affect  consumer 
acceptance. 

For  this  reason  many  industry  members  consider  quality  Improvement 
essential  to  better  m£a*keting.    They  believe  that  quality  regulations 
should  be  used  to  reduce  or  eliminate  the  sale  of  "inferior"  quality. 

Quality  regulations,  when  imposed  under  a  marketing  order,  usually- 
set  minimum  grade,  size,  and  maturity  requirements  for  portions  of  the 
crop  permitted  to  be  shipped  in  the  regulated  trade  channels.  Generally, 
mandatory  inspection  is  required  as  proof  of  compliance.    For  several 
commodities  other  requirements,  especially  container  and  pack  standards, 
are  set  as  a  means  of  upgrading  or  standardizing  quality .-^'^    Quality  regu- 
lations, which  establish  control  over  physical  characteristics,  have  two 
facets,  namely,  (l)  to  stimulate  demand  by  offering  to  consijmers  those 
qualities  which  they  seem  to  prefer,  and  (2)  to  induce  a  price  response  by 
altering  the  quantity  marketed.    These  regulations  are  issued  chiefly  to 
prevent  the  price -depressing  effect  of  "inferior"  qualities  from  adversely 
affecting  the  price  received  for  the  preferred  qualities.    Such  limitations, 
however,  may  also  affect  the  total  quantity  marketed  during  the  season,  the 
temporal  distribution  of  sales,  and  the  geographical  allocation  of  supplies 
(especially  as  between  interstate  and  intrastate  markets),  even  though  this 
is  not  their  primary  aim. 


1/  Minimiira  quality  standards  are  set  in  two  different  ways.    Some  mar- 
keting orders  specify  minima  which  apply  continuously.    Generally,  however, 
the  marketing  order  merely  specifies  the  types  of  regulations  that  can  be 
used  and  their  permissive  scoi>e.    In  the  latter  case,  different  minima  may 
be  issued  from  year  to  year  (or  during  the  year  as  the  season  progresses). 
In  fact,  regulations  may  be  used  for  only  part  of  the  season  or  not  at  all 
because  of  a  short  crop  or  some  other  reason. 
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Properly  used  and  anticipated,  quality  controls  can  increase  pro- 
ducers' net  returns  by  improving  the  average  quality  or  grading  of  mar- 
ketings.   If  grade,  size,  and  maturity  classes  reflect  real  differences 
in  consumer  preferences,  quality  regulations  can  increase  consumer  con- 
fidence in  the  product  and  thereby  raise  demand. 

If,  however,  such  restrictions  are  used  merely  in  an  attempt  to 
limit  total  shipnents  for  the  season,  different  results  are  to  be  expected. 
A  "surplus"  problem  can  be  relieved  for  the  short-run,  but  long-run  inter- 
ests of  the  industry  may  be  harmed--e .g. ,  productive  capacity  may  be  ex- 
panded.   Furthermore,  producers  have  varying  portions  of  their  crops  re- 
stricted by  the  regulations  and  the  resulting  inequities  become  greater 
as  higher  minimum  standards  are  promulgated.'^ 

Rate-of-Flov  Restrictions 

There  are  two  general  methods  (beside  quality  regulations)  used  to 
regulate  the  quantity  of  a  commodity  marketed — by  restricting  the  rate-of- 
flow  and  by  controlling  the  total  quantity  marketed.    These  techniques 
reduce  the  pressure  on  the  supply  side  of  the  market  in  different  ways. 
They  are  applied  in  different  ways  and  may  have  different  results. 

I 

Flow  restrictions  are  used  primarily  to  maintain  a  more  imiform  rate 
of  shipments  to  market  d^lring  the  normal  maarketlng  season.    This  is  I 
usually  done  by  prorating  the  amovmts  of  the  commodity  which  handlers  may 
ship  during  given  periods.    Such  allocations  help  avoid  alternate  periods 
of  glut  and  scarcity  in  supplies  at  consumer  markets  which  often  result 
in  sharp  price  fluctuations.    Flow  restrictions  may  reduce  the  total  I 
quantity  of  the  crop  marketed,  but  that  need  not  be  their  chief  purpose. 

■  -  .  -    J  . 

\J    This  point  can  be  Illustrated  by  assuming  that  grade-size  regula- 
tions are  twice  as  restrictive  for  Farmer  A  as  for  Farmer  B.    The  amounts 
that  each  could  ship  (to  the  controlled  market)  are  as  follows  for  different 
minima : 


Percent  restricted 

Percent 

shipped  by 

A 

B 

A 

B 

Ratio* 

5 

10 

95 

90 

0.95 

10 

20 

90 

80 

0.89 

20 

40 

80 

6o 

0.75 

*  Farmer  B's  shipnents  divided  by  Farmer  A's  shipments. 
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Each  change  in  the  intraseasoncil  flow  of  shipments  will  alter  prices 
for  some  periods  of  the  year.    Whether  this  increases  or  decreases  net 
returns  to  producers  for  the  season  as  a  whole  depends  on,  among  other 
things,  (l)  the  manner  in  which  the  distribution  in  shipments  is  altered, 
and  (2)  the  nature  of  the  price -quantity  functions  in  the  relevant  mar- 
kets. 

If  consumer  demand  remains  fixed  throughout  the  season— £is  it  does, 
at  least  approximately,  for  some  products — then  producers'  returns  are 
increased  by  each  change  in  shipment  rates  which  results  in  a  more  uniform 
flow  of  the  product  to  market .    If,  on  the  other  hand,  consumer  demand 
shifts  during  the  season,  then  stabilizing  the  shipment  rate  may  decrease 
returns  received  by  producers .i/    Spring  lamb,  turkeys,  early  potatoes, 
and  cranberries  are  examples  of  commodities  for  which  more  uniform  rates 
of  shipment  might  decrease,  rather  than  increase,  the  average  season 
price  (and  hence  total  returns)  because  demand  shifts  considerably  within 
the  season.  ,  ■ 


1/  The  nature  of  the  problem  is  illustrated  by  considering  the  simple 
case  of  two  markets  (independent)  with  linear  demands  described  by 

=  a  -  bQ^  and  Pg  =  A  -  BQ^.    Total  returns  (for  marketing  the  quantity 

+  Qg)  are  maximized  by 


The  results  (for  a  simple  case)  indicate  that  greater  stability  in  ship- 
ments (1)  will  increase  returns  for  the  season,  if  market  demand  remains 
fixed,  and  (2)  may  decrease  (as  well  as  increase)  returns,  if  demand 
shifts  during  the  season. 


and 


A  -  a 
2 
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Volume  Controls 

A  more  direct  technique  for  securing  supply  adjustment  is  by  volume 
controls.    These  limitations  are  used  to  improve  the  net  returns  producers 
receive  by  restricting  the  total  amount  marketed  in  certain  or  all  channels 
for  the  entire  season.    The  administrative  agency  for  the  marketing  order 
estimates  supply  and  demand  for  the  year,  determines  hov  much  should  be 
sold  in  regular  trade  outlets,  diverts  the  resulting  "excess"  into  non- 
competitive channels  (secondary  outlets,  export  markets,  a  stabilization 
pool,  or  the  dianp  pile),  and  prorates  the  proceeds  from  such  sales  among 
industry  members.-^ 

Ordinarily,  each  producer  receives  an  equitable  share  of  the  volimie 
destined  for  the  primary  market.    For  walnuts,  as  an  example,  a  "saleable" 
tonnage  is  determined  as  a  percentage  of  the  producer's  historical  sales 
or  of  the  quantity  available  for  current  sales.    As  with  clingstone  | 
peaches  an  equitable  share  may  be  obtained  by  specification  of  minimum 
grades  and  sizes  entering  primary  trade  channels.    Periodic  limitations 
on  quantities  packed  and  marketed  or  comp\ilsory  destruction  of  plantings 
is  a  corresponding  procedure  for  cantaloupes  and  summer  head  lettuce.  | 

The  practicability  of  using  volume  controls  depends  to  a  large  extent 
on  the  storable  nature  of  the  commodity,  the  way  in  which  it  is  normally 
marketed,  and  the  organization  within  the  industry.    This  method  is  used 
mainly  for  the  less  perishable  commodities:    tree  nuts,  dried  fruits, 
and  canning  fruits  and  vegetables.    Cantaloupes  and  lettuce  are  the  only 
commodities  for  which  volume  controls  are  applied  to  sales  for  fresh 
consumption. 


1/  The  most  important  administrative  determination  that  must  be  made 
is  the  estimate  of  demand  in  regular  trade  channels.    What  is  needed  is 
a  demand  schedule  (or  function)  for  this  outlet.    Then  it  would  be  rela- 
tively easy  to  indicate  how  much  of  the  supply  forecasted  for  the  year 
should  be  sold  in  regular  trade  outlets  and  how  much  should  be  diverted 
as  excess.    Whether  this  detemiination  is  being  well  made  for  a  particular 
commodity  depends  on  how  good  the  "feel  of  the  market"  is  as  collectively 
determined  by  industry  members  (serving  as  an  administrative  unit)  having 
long  experience  in  the  marketing  of  that  commodity. 
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Volume  controls  are  likely  to  be  more  successful  if  a  large  proportion 
of  the  total  supply  going  to  market  is  regulated.    Otherwise,  the  controlled 
segment  of  the  industry  holds  an  "umbrella"  over  the  market  for  the  dispro- 
portionate benefit  of  outsiders. 

Many  California  commodities  fulfill  this  condition,  since  the  state 
produces  a  substantial  percentage  of  the  supply  being  sold  dioring  partic- 
ular marketing  periods.    On  the  other  hand,  with  some  commodities  (e.g., 
late  apples  or  cabbage)  which  California  produces  as  a  small  part  of  the 
supply  marketed  concurrently,  a  volume  program  would  benefit  California 
producers  very  little,  even  in  the  short -run,  and  any  restrictions  on 
these  shipments  would  result  in  only  a  small  price  increase.    In  fact, 
returns  to  producers  in  California  might  decrease--and  possibly  by  a  large 
percent age --if  sales  were  reduced  much. 

However,  even  if  the  bulk  of  a  commodity  is  controlled,  producers' 
returns  are  not  necessarily  improved.     It  is  true  that  under  such  con- 
ditions the  average  price  in  the  primary  market  will  be  higher  because 
of  reduced  volume.    To  determine  the  total  impact  upon  net  returns  to 
farmers,  consideration  should  also  be  given  to  three  other  factors: 
(l)  extent  to  which  consumers  will  pay  higher  prices  as  supplies  are  re- 
duced, (2)  amount  of  and  changes  in  marketing  charges,  and  (3)  proceeds 
realized  from  surplus  sales.    Generally,  the  first  factor  is  the  crucial 
one.    In  some  cases,  however,  the  second  factor  may  be  more  important. 
For  example,  marketing  costs  are  a  large  part  of  the  retail  price  for 
many  specialty  crops  produced  in  California  and  sold  in  markets  located 
hundreds  or  even  thousands  of  miles  away.    Margin  studies  of  the  United 
States  Department  of  Agricultxire  indicate  that  marketing  charges  change 
very  little  in  response  to  changes  in  the  volume  handled.    Hence,  for 
these  crops  even  modest  increases  in  consumer  prices  could  mean  sharp 
increases  in  the  corresponding  fairo  prices. 

Volvime  control  has  another  limitation.    Production  may  ejrpand,  lead- 
ing to  the  necessity  for  increasing  market  diversions.    This  result  may 
aggravate  the  industry's  "surplus"  problem. 
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Current  Use  of  Controls 

Promotion  and  research  are  the  provisions  authorized  most  frequently 
by  programs  now  in  effect — see  Table  k  (pages 26  and27  )•    Each  appears  in 
over  three-quarters  of  the  state  programs.    Half  of  the  federal  orders 
(for  California  products)  also  authorize  research.    Promotion,  however, 
is  not  conducted  under  federal  orders  since  such  activities  are  prohibited. 

I 

Expenditures  for  promotion  are  substantial — more  than  twice  the  cost 
of  other  activities  for  state  programs  during  the  past  three  years.  They 
average  $2,000^000  annually  for  wine,  and  range  downward  to  less  than  | 
$11,000  for  each  of  eight  programs.    Much  less  is  spent  for  research — 
only  7  percent  of  the  expenditures  for  promotion.    About  half  of  the  total 
(of  $4lO,000)  is  for  wine.    Expenditures  are  also  small  for  research  proj- 
ects financed  by  federal  orders.  I 

There  are  26  state  programs  and  16  federal  programs  for  fruits  and 
vegetables  which  authorize  regulatory  devices  other  than  promotion  and 
research.-^    The  perishable  nature  of  the  product  controlled,  i.e.,  the 
outlet  covered,  is  a  major  factor  in  determining  the  type  of  regulations, 
to  be  used.     It  is  convenient,  therefore,  to  consider  these  orders  as 
two  groups:     (l)  those  for  fruits  and  vegetables  entering  fresh  consump- 
tion channels,  and  (2)  those  for  the  less  perishable  horticultural  com- 
modities (processing  fruits  and  vegetables,  dried  fruits,  tree  nuts,  wine, 
and  dry  lima  beans). 

The  fresh  fruit  and  vegetable  programs  rely  mainly  on  grade  and  size 
regulations.    Twenty-three  authorize  this  procedure,  while  one  does  not. 
Two-thirds  of  these  2k  programs  also  permit  setting  minimum  maturities 
and  establishing  various  pack  and  container  specifications.    Q^ality  regu- 
lations are  combined  with  rate-of-flow  restrictions  in  ten  programs  and 
with  volume  controls  in  five. 


1/  Five  programs  apply  to  other  commodities.    The  state  marketing  agree- 
ment for  Poultry  and  Turkey  Improvement  is  used  chiefly  to  extend  to  Cali- 
fornia the  disease  control  phases  of  the  National  Poultry  and  Turkey  Im- 
provement Plans.    The  state  marketing  order  for  Extracted  Honey  authorizes 
control  over  unfair  trade  practices  (particulai-ly  sales  at  less  than  cost) 
in  addition  to  providing  for  advertising  and  research.    The  other  three 
are  state  promotion  programs  for  beef,  poultry,  and  turkeys. 
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TABLE  k 

Authorized  Provisions  of  Agricultural  Marketing  Programs, 
Federal  and  State,  for  California  Products^/ 


Program 

A  -  R 

Quality^ 

Other 

State  programs 
Apples,  early- 
Artichoke  Promotion 
Asparagus,  fresh 
Asi)aragU6,  processing 

A  R 
A  R 
A  R 
A  R 

GS     M     PC  I 
GS  I 

RF 
RF 

V 

Avocado  Promotion 
Beans,  lima 
Beef  Promotion 
Berries,  bush 

A  R 
A  R 
A  R 

A  R 

G  I 

RF 

Berries,  Olallie 
Brussels  sprouts 
Cantaloup 
Corn,  green 

A  R 
A 

A  R 

GS            PC  I 
GS  PI 

V 
V 
V 

Figs,  dried 
Fish  and  seafood 
Grapefruit 
Grapes,  table 

A  R 
A  R 
A  R 
A  R 

G  I 

GS            PC  I 
G       M  I 

V  TP 

Honey,  extracted 
Lettuce,  dry-pack 
Lettuce,  summer  head 
Lettuce,  winter  head 

A  R 
A  R 
R 
R 

GS  I 
G             PC  I 
GS            PC  I 

TP 

V 

RF     V  TP 
V 

Olives,  canned 

Peaches,  cling  fgrover-canner ) 
Peaches,  cling  (producer) 
Peaches,  fresh 

A  R 
A  R 
A  R 

GS  I 
GS     M  I 
GS     M  1 
GS     M     P  I 

V 

V  TP 

V  TP 

Pears,  canning  Bartlett 
Pears,  fresh  Bartlett 
Pears,  fresh  Bart.  Promotion 
Pears,  canning  fall  &  vinter 

A  R 
A  R 
A  R 

G  I 
GS  I 

G  I 

V 

Pears,  fresh  fall  &  winter 
Pears,  canning  Hardy  Promotion 
Pears,  canning  Hardy- 
Plums,  fresh 

A  R 
A  R 
A  R 

GS  CI 

G  I 
GS     M     P  I 

RF 

Potatoes,  delta  white 
Potatoes,  long  white 
Poultry  Promotion 
Poultry  &  Turkey  Improvement 

A  R 
A  R 
A  R 

GS     M  I 
GS     M         -  I 

RF 

Disease  control 

Prunes,  dried 
Raisins 

Strawberries,  processing 
Strawberry  Promotion 

A  R 
A  R 

A  R 

G  I 

Price  posting 

Tomatoes,  fresh  green 
Turkey  Promotion 
Wine 

R 

A 

A  R 

P 

(Continued  on  next  page.) 
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Table  k  continued. 


H  —  n 

rvfVi  AT* 
v/tncr 

Federal  programs 

Almonds,  California 

jjQT/es^  oaxii  ornia 

Deciduous  tree  truits,  Calif. 

Figs,  California  dried 

i\ 
R 

I 

(iO                     1/  J. 

GS     M  I 
I 

V 

V 

RF  TP 
RF  V 

Grapefruit,  Ariz. -Calif. 
urapeSj  oaxu  .  —  lOitay 
Grapes  for  crushing,  Calif. 
Lemons,  Calif. -Ariz. 

R 

GS     M  I 
S  I 

mr 
ru? 

V 

RF 

Nectarines,  California 
Oranges,  navel,  Ariz. -Calif. 

Pears,  winter,  Pacific  Coast 

R 
R 

GS     M     PC  I 
S 

S  T 
GS  I 

RF 
RF 

Potatoes,  Ore. -Calif. 
Prunes,  California 
Raisins,  California 
Walnuts,  Pacific  Coast 

R 
R 
R 

GS     M  CI 
GS  PI 
G  I 
GS  PI 

V 

V  TP 

a/  All  programs  in  effect  at  any  time  during  January  1,  1959-A\igust  10,  I962 
and  three  state  programs  authorized  by  special  state  laws  but  not  activated 
orders  for  fish  and  seafood,  table  grapes,  and  poultry  promotion.  Pro- 
visions listed  are  those  in  effect  on  August  10,  I962.  I 

Abbreviations : 

A  —  Advertising  (including  sales  promotion,  market  development,  etc.^. 
R  —  Research  (in  problems  of  production,  processing,  marketing,  etc.). 
GS  —  Grade  and  size  restrictions  (G  -  grade  only;  specification  of  quality 

is  Included  as  a  grade  restriction). 
M  —  Minimum  matvirlty  specifications  used  to  supplement  grade  restrictions 
PC  —  Pack  and  container  limitations  (P  -  pack  only;  C  -  container  only). 
I  —  Inspection  required  to  Implement  grade  and  size  restrictions. 
.  RF  —  Rate-of-flow,  i.e.,  period  proration — quantity  regulations  Intended 
primarily  to  regulate  the  withln-season  flow  to  market. 
V  —  Volume  control  (including  surplus  diversion  and  stabilization  pools). 
TP  —  Control  of  unfair  trade  practices  and  competition. 

b/  Some  programs  specify  other  quality  regulations  (such  as  "quality, " 
"condition,"  etc.)  usually  in  conjunction  with  provisions  for  minimum 
grades  and  sizes.    These  are  not  indicated  here. 

Source:    Summarized  from  program  specif Icatlou  sheets. 
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Marketing  programs  for  the  less  perishable  products  (group  2)  commonly 
use  volume  controls  and  quality  regulations.    Eight  programs  provide  for 
both  volume  and  quality  controls,  five  limit  volume  without  regulating 
quality,  and  five  use  quality  regulations  without  volume  controls.  Rate- 
of-flov  regulations  are  also  included  in  two  of  these  programs. 

Other  regulations  are  included  infrequently  for  fruit  and  vegetable 
programs.    Control  of  unfair  trade  practices  or  competition  is  authorized 
by  four  state  orders  and  two  federal  orders.    One  state  order  provides  for 
price  filing  and  posting. 

Former  Use  of  Controls 

Under  earlier  programs  the  objective  of  raising  farm  prices  was 
approached  more  directly.    The  controls  then  emphasized  will  be  illustrated 
by  reference  to  federal  programs  for  fruits  and  vegetables  issued  before 
January  1936-    Twenty-two  programs  were  adopted,  exclusive  of  renewals -- 
twelve  authorizing  establishment  of  maximum  rates  on  service  charges,  seven 
providing  for  price  posting  or  fixing,  and  four  permitting  controls  of 
"unfair"  trade  practices  and  competition.    Six  programs  included  two  of 
these  devices,  eleven  specified  one,  and  only  five  had  none  of  them.  These 
techniques  were  found  to  be  ineffective  and  consequently  appear  only  in- 
frequently in  current  programs. 

Direct  price  fixing,  by  means  of  schedules  setting  forth  miniravmi 
prices  to  be  paid  to  producers  (or  at  some  other  point  in  the  distributive 
channel)  was  favored  by  several  Industry  groups  during  the  middle  1930's, 
When  tried  with  fruits  and  vegetables,  however,  the  results  were  disap- 
pointing, and  this  technique  is  now  employed  only  for  fluid  milk.^ 


1/  Price  fixing  is  used  for  fluid  milk  as  a  means  of  stabilizing  the 
market  for  milk  on  a  seasonal  basis  by  diverting  to  processing  outlets  the 
fluctuating  volume  of  "excess"  supply,  arising  from  seasonal  variations  in 
production.    Over  half  of  the  states,  including  California,  have  or  have 
had  state  milk  marketing  control  laws  aimed  at  achieving  this  purpose. 
Most  large  consumption  markets  in  the  other  states  are  covered  by  federal 
milk  marketing  orders— 82  were  in  effect  on  October  1,  1961.    These  orders 
classify  milk  according  to  use  and  fix  the  minimum  prices  handlers  may  pay 
to  producers  for  various  uses.    Prices  of  milk  for  fluid  distribution  are 
set  above  prices  for  processing  uses. 
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PROGRAM  FmANCING 


The  financial  aspects  of  operating  a  marketing  control  program  are 
handled  similarly  iinder  state  and  federal  legislation.     It  is  convenient, 
therefore,  to  confine  this  discussion  to  an  explanation  of  state  programs 
and  to  note  by  parenthetical  statements  the  few  major  differ-ences  that 
exist. 

Each  program  is  and,  by  provisions  of  the  enabling  legislation,  must 
be  self-supporting.    Its  revenues  must  equal  the  costs  likely  to  be  in- 
curred during  the  year.    No  government  money  is  used  to  finance  program 
operations.    Funds  raised  by  different  programs  are  not  commingled. 

The  control  board  for  the  marketing  orders-^/  prepares  an  annual  bud- 
get, sets  the  assessment  rates  necessary  to  defray  expenses,  and  authorizes 
the  collection  and  expenditure  of  funds.    These  activities  are  carried  out 
in  accordance  with  rules  and  procedures  promulgated  by  the  Department  of 
Agriculture  and  are  subject  to  review  and  approval  by  its  Director. 

Source  of  Funds 

Assessments  are  prorated  on  the  persons  or  firms  regulated,  usually 
on  a  quantity  basis.    Thus,  an  order  which  affects  only  producers  pro- 
vides for  assessments  to  be  paid  only  by  producers.    Likewise,  one  which 
affects  only  handlers  (or  processors)  provides  for  assessments  on  handlers. 
Most  programs,  however,  apply  to  both  producers  and  non-producers.  In 
such  cases,  assessments  are  levied  on  both  producers  and  handlers  by  some 
predetermined  plan  for  sharing  program  costs. 


1/  The  term  "control  board"  is  used  in  this  report  to  designate  the 
agency,  composed  of  industry  members,  which  is  established  for  administering 
the  affairs  of  each  marketing  order  or  marketing  agreement.    Usually  this 
agency  is  called  the  "Advisory  Board"  for  state  programs  and  the  "Adminis- 
trative Committee"  for  federal  programs.    Numerovis  other  names  have  been 
and  are  used.    This  usage  of  "Control  Board"  to  include  all  designations 
should  not  be  confusing. 
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Although  the  method  employed  for  prorating  assessments  among  indxxstry 
groups  has  only  minor  economic  consequences,  it  looms  as  a  factor  of  im- 
portance for  sane  industries,  particularly  when  programs  are  being  devel- 
oped and  voted  on.    Many  programs  either  require  or  authorize  the  handler 
(or  processor)  to  remit  the  producer's  share,  together  with  his  share, 
and  to  deduct  such  payments  from  monies  owed  to  each  producer. 

All  assessments  become  legal  debts  of  the  persons  or  firms  regulated 
and  are  payable  in  the  manner  and  at  the  time  prescribed  by  the  Director. 
Reports  of  the  Department  of  Agriculture  state  that,  generally,  assess- 
ments are  paid  promptly  and  legal  actions  to  collect  fees  need  to  be  taken 
only  infrequently. 

Under  the  California  Marketing  Act  of  1937,  the  statutory  maximum 
assessment  is  four  percent  of  the  gross  dollar  volume  of  sales  for  ad- 
vertising and  sales  promotion  and  two  and  one-half  percent  for  adminis- 
tration and  enforcement  costs.  Comparable  limits  are  set  by  the  other 
state  marketing  laws.  Maximum  assessment  rates  are  established  at  the 
statutory  limits  for  one-quarter  of  the  state  programs.  No  maximum  is 
prescribed  by  federal  legislation. 

Except  for  the  Artichoke  Order  which  uses  an  acreage  basis,  all 
assessments  are  levied  upon  units  of  the  produce  marketed  or  prepared 
for  market.    Generally,  a  uniform  assessment  is  set  on  all  portions  of 
the  supply  subject  to  regulation.    In  some  cases,  however,  differential 
rates  are  used.    Maximum  rates  are  two  cents  per  gallon  for  dessert  wine 
and  one  cent  for  table  winej  two  cents  per  turkey  over  l8  weeks  old  and 
one  cent  per  younger  turkey.    Under  the  Olive  Order  the  portion  of  the 
assessment  used  to  finance  promotion  is  levied  on  canned  ripe  olives  only. 
Other  programs  permit  differential  rates  even  though  they  are  not  manda- 
tory .i''' 


1/  For  example,  the  rates  levied  for  processing  asparagus  in  I959  were 
five  cents  per  100  pounds  for  spears  under  eight  inches  in  length  and  four 
cents  for  longer  spears.    Assessments  for  fresh  fall  and  winter  pears  in 
1959  and  i960  were  as  follows: 


Variety 

Intrastate 

Interstate 

cents  pe 

r 

lug 

Anjon,  Bosc,  Hardy 

3 

0 

Comice,  Winter  Nelis 

10 

7 
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Disbiirsement  of  Funds 

Program  money  is  spent  for  necessary  expenses  incurred  or  approved 
by  the  state  Director  of  Agriculture  in  accordance  with  the  authorized 
annual  budget.    A  board  may  be  permitted  to  pxirchase  some  items  directly 
and  to  be  reimbursed  for  their  cost,  but  ordinarily  xhe  vendor's  bill  is 
submitted  to  the  Department  for  payment.    This  implies  that  the  state 
reviews  the  propriety  of  each  expendit\ire  and  the  availability  of  funds. 
All  salaries  and  vages  paid  must  conform  to  pay  scales  approved  by  both 
the  board  and  the  Department.  I 

Board  members  are  not  paid,  but  are  reimbursed  for  expenses  neces- 
sarily incurred  in  performing  official  duties.    The  California  Marketing 
Act  of  193T  prohibits  any  other  payments.    Other  state  laws  permit 
additional  payments  at  a  rate  not  exceeding  $10.CX3  per  day  for  each  day 
in  actual  attendance  at  board  meetings  or  on  board  business.    Such  com- 
pensation, in  general,  is  limited  to  a  few  days  annually.    Federal  leg- 
islation makes  no  restrictions.    Half  of  the  programs  authorize  payments, 
usually  at  $10.00  per  day,  in  addition  to  reimbursement  for  expenses. 

Program  funds  are  deposited  in  separate  bank  accounts  established 
by  the  state.    Monthly  charges  made  by  the  state  Department  of  Agriculture 
for  its  administration  and  enforcement  activities  are  deducted  from  the 
funds  of  the  program  affected.    A  monthly  statement  of  income  and  ex- 
penditures is  prepared  by  the  Department  and  sent  to  the  board.  Control 
boards  for  federal  programs  handle  their  own  funds  directly,  including 
collections  and  disbursements  on  the  basis  of  the  budget  approved  by  the 
Secretary  of  Agriculture.    They  are  required  to  keep  accurate  records  and 
their  books  are  subject  to  audit  by  the  United  States  Department  of 
Agriculture. 
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Expenditxires  for  California  Agricultural  Marketing 
Programs  1958-59  to  I960-61  Average 


a/ 

Commodity-' 

Expenditiire 

s— 1,000 

dollars 

Percent  of 

Percent  on 

"Pt*  nm      t  nn 

XUX/EU. 

all  programs 

promotion^/ 

Psaches.  canninfir  cUnc 

1  nop 

P  PPP 

31.3 

DI.3 

Wine 

25.3 

Q£l  Q 
00.0 

Raisins 

670 

7^ 

Itears,  Bartlett 

389 

288 

677 

7.5 

57.5 

Prunes,  dried 

i^l3 

56 

1^69 

5.2 

88.1 

Subtotal    IVrn  S 

JL  ,  OXU 

0,  yoo 

7T«D 

7^.1 

Olives,  canned  ripe 
Turkev  Promntlon 

PQ7 

7Q 

79.1 

2.9 

00.5 

Cantaloup 

1^? 

1  fi7 

P  1 
d.,  X 

71.1 

Poultry  Improvement 

0 

179 

179 

2.0 

0 

Beef 

100 

155 

1-7 

64.3 

Subtotal,  Second  5 

40S 

IP  Q 

Lettuce 

0 

155 

155 

1.7 

0 

Strawberries 

48 

61 

109 

1.2 

hk  0 

Peaches,  fresh 
Asparagus 

36 

71 

107 

1.2 

33.8 

39 

57 

96 

1.1 

40.5 

Psars,  winter 

3h 

69 

.8 

50.7 

Subtotal,  Third  5 

158 

378 

536 

6.0 

29.4 

Other  programs 

92 

230 

322 

3.5 

28.6 

All  programs 

6,187 

2,821 

9, 008 

100.0 

68.7 

a/  Orders  dealing  with  different  activities  or  outlets  of  a  single  commodity  are 
combined:    3  orders  each  for  Bartlett  pears,  lettuce,  and  winter  pears;  2  orders 
each  for  strawberries  and  asparagus. 


b/  Itercent  of  program  expenditures  (three-year  average)  for  the  commodity  spent  on 
promotional  activities. 

Source:    Summarized  from  Appendix  Table  A-7. 
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PL'ogram  Costs 

Expenditures  for  operating  state  marketing  programs  during  the  past 
three  years  (1958-59  to  I96O-61)  are  tabulated  in  Appendix  B.  About 
nine  million  dollars  was  spent  each  year,  distributed  as  follows: 


Cost  category 

1958-59      1959-60  1  1960-61 

Average 

Ejcpenditiire — 

1,000 

Percent* 

Promotion 
Research 
Inspection 
Administration 
TOTAL 

6,012 

351 

2,057 

6,231 
h28 
711 

l,6kl 

6,318 

461 

853 
1,530 

68.' 
k.( 
7.; 

19. ' 

r 

3 
j- 

8:81^3 

9,017 

9,162 

100. < 

*  Percentages  are  based  on  three-year  average  expenditures. 


These  data,  obtained  from  the  state  Department  of  Agricult\ire,  should 
be  interpreted  in  terms  of  the  accounting  classification  system  used.  Gen- 
eral costs  of  program  operation  and  charges  of  the  the  state  department  are 
included  under  "Mministration. "    This  means  that  the  other  three  categories 
are  understated  by  an  amount  representing  their  share  of  the  general  costs 
included  as  administration.^^    The  entries  for  "Inspection"  are  merely  that 
part  covered  by  assessments.    Actual  inspection  fees  are  substantially  higher 
because  many  programs  require  the  applicant  to  pay  the  cost  for  mandatory  in- 
spection in  addition  to  his  assessments. 

■! 

V/ell  over  half  the  costs  incurred  to  operate  all  state  programs  (based 
on  average  expenditures  for  the  past  three  years — see  Table  5,  page  32)  is 
for  two  products:    31 •3  percent  for  cling  peaches  and  25.3  percent  for  wine. 
Another  25.2  percent  is  for  four  other  commodities  (raisins,  Bartlett  pears, 
dried  prunes,  and  canned  olives,  in  that  order  of  importance)  and  l8.2 
percent  for  all  other  products .    This  large  variation  in  the  amounts  spent 
for  different  products  is  due  as  much  to  differences  in  the  type  of  program 
activities  undertaken  as  to  differences  in  the  size  of  the  industries. 


1/  Tlius  the  tabulation  indicates  that  69  percent  of  total  program  costs 
are  for  promotional  activities.    However,  the  principal  part  of  management 
time  (listed  as  administrative  cost)  for  several  programs  actually  is  spent 
in  directing  promotion.     In  fact,  all  expenditures  for  programs  merely 
dealing  with  promotion  might  be  considered  as  promotional  costs.  Possibly 
a  figure  of  about  75  percent  for  promotion  is  closer  to  the  correct  pro- 
portion. 
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The  part  of  inspection  costs  offset  by  assessments  amounts  to 
$260,000  for  cling  peaches,  $170,000  for  Bartlett  pears,  and  $230,000  for 
other  commodities.    Research  expenditures  are  $210,000  for  wine  and 
$20Q000  for  all  products.    Mministration  costs  for  the  cling  peach  order 
(which  amounts  to  $805,000  of  the  total  of  $l,7l)-5,000  for  all  programs) 
are  high  because  they  include  ejcpenses  incurred  for  surplus  diversion  and 
surplus  removal  activities. 


As  may  be  expected,  there  is  a  strong  positive  correlation  between 
expenditures  for  promotion  and  total  costs  for  the  program.    A  linear  re- 
lation in  the  logarithms  of  the  two  variables  gives^ 

log  Y  =  O.9IT  +  0.862  log  X       or  Y  =  8.266X°'^^^, 
where  X  and  Y  are  three-year  averages  (1958-59  to  I960-61)  for  promotion 
expenditxires  and  total  program  costs,  respectively.    The  fit  secvured  is 
very  good,  r  =  0.9^3. 


Tnese  results  indicate  that  for  state  marketing  orders  eis  operated 

during  the  past  three  seasons:      (l)  a  doubling  in  promotion  expenditures 

was  associated,  on  the  average,  with  an  increase  of  82  percent  in  total 
2/ 

program  costs-',  and  (2)  variations  in  promotion  expenditures,  on  the 
average,  accounted  for  89  percent,  r  ,  of  the  differences  in  total  program 
costs. 

Over  the  range  of  values  represented  by  the  observations  used  in 
fitting  the  equation,  the  relation  is  as  follows: 


Promotion  costs 
(assumed) 

Program  costs 
(estimated) 

Other  costs 
(derived ) 

Ratio  / 
(as  percent)—' 

$       10, 000 

$  23,230 

$  13,230 

43.0 

30,000 

59,910 

29, 910 

50.1 

100, 000 

169, 160 

69, 160 

59-1 

300, 000 

i^36,170 

136,170 

68.8 

1, 000, 000 

1,231,700 

231,700 

81.2 

2,000,000 

2,239,000 

239,000 

89.4 

a/  Promotion  costs  divided  by  total  program  costs,  expressed  as 
percentage. 


1/  The  equation  is  based  on  17  observations,  representing  all  state  orders 
for  which  promotion  expenditures  (average  for  1958-59  "to  I960-61)  exceeded 
$10,000.    The  three  orders  for  Battlett  pears  were  treated  as  one  observation, 
as  were  the  three  orders  for  winter  pears  and  the  two  for  asparagus. 

2/  Substituting  2X^  for  X  in  the  regression  equation  gives  Y,  =  1.82Y,  i.e., 
an  increase  of  82  percent  over  Y.  .     -L  '        .  * 
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PROGRM  ADMINISTRATION^/ 


Tlie  laws  authorizing  marketing  orders  and  marketing  agreements  provide 
for  the  appointment,  by  the  Director  of  Agriculture,  of  a  control  board  for 
each  program  to  be  responsible  for  its  administration.    However,  this  board 
m'ay  exercise  its  duties  only  subject  to  the  approval  of  the  Director.  In 
short,  each  program  is  operated  jointly  by  the  regulated  industry  and  gov- 
ernment. 

t 

The  control  board  supervises  the  program,  proposes  changes,  recommends 
an  annual  budget,  acts  as  an  intermediary  betvreen  the  industry  and  govern- 
ment   and  handles  disputes  arising  in  connection  with  the  controls.  It 
initiates  specific  regulations  for  carrying  out  the  program  and  recommends 
their  issuance  by  the  Director  of  Agriculture.    Also,  it  employs  a  pro- 
gram manager  (and  staff)  to  implement  its  policies  and  to  operate  the 
program. 

The  government  examines  the  board's  recommendations  to  make  sure  that 
they  conform  to  legal  requirements,  treat  different  groups  (within  the  in- 
dustry) in  a  fair  and  equitable  manner,  and  are  sound  from  an  economic 
standpoint.    Government  workers,  however,  do  not  substitute  their  judgment 
for  that  of  the  board  in  matters  of  marketing  policy. 

Control  Board  Membership 

Each  board  member  has  a  specific  alternate  who  serves  (l)  in  the  mem- 
ber's stead  when  the  latter  is  absent,  and  (2)  vintil  a  successor  is  select- 
ed and  qualified  in  the  event  of  death,  removal,  resignation,  or  disquali- 
fication of  the  member.    The  alternate  member  is  selected  in  the  same  way 
as  the  member  for  whom  he  serves  and  must  have  the  same  qualifications. 


1/  For  convenience,  much  of  the  discussion  is  confined  to  state  pro- 
grams.   Tills  shouldn't  cause  any  confusion  since  federal  programs  are  ad- 
ministered similarly.    The  reader  can  shift  the  frame  of  reference  readily 
by  making  simple  changes  such  as  substituting  "Secretary  of  Agricultui-e " 
for  "Director  of  Agriculture."    See  the  footnote  to  page  29  for  an  ex- 
planation of  the  usage  of  "control  board." 
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Members  and  their  alternates  are  appointed  by  the  Director  from  nomi- 
nations made  for  that  purpose  by  the  indiistry  and  serve  at  the  Director's 
pleasure.    Nomination  meetings  are  held  each  year  (or  in  some  cases  every 
two  or  three  years)  when  members  of  the  industry  cast  preference  votes  for 
persons  to  be  considered  for  appointment.    Usually,  two  nominations  are 
made  for  each  position  to  be  filled.    From  the  nominations  received  the 
Director  appoints  the  members  and  alternate  members  of  the  board  to  serve 
for  the  next  succeeding  term  of  office. 

Membership  on  control  boards  is  allocated,  in  some  prescribed  manner, 
among  different  segments  of  the  industry.    Practically  all  programs  specify 
how  many  members  shall  be  producers,  handlers  (or  distributors),  and  pro- 
cessors (or  packers).    Further  restrictions  are  often  imposed,  especially 
for  the  producer  members. 

Producers  who  are  at -large  members  and  represent  all  producers  are  on 
only  seven  boards— less  than  one-fifth  of  those  having  producer  members.  ' 
They  are  selected  on  a  district  basis  for  three-quarters  of  the  boards. 
This  is  done  in  a  variety  of  ways.    For  example,  each  of  the  seven  producer 
members  of  the  Raisin  Mvisory  Board  comes  from  a  different  district.  Four 
producers  for  the  Olallie  Berry  Mvisory  Board  are  from  the  principal  pro- 
ducing areas  and  one  is  from  the  remainder  of  the  state.    The  Fresh  Aspar- 
agus Order  has  one  member-at-large  and  23  representing  six  districts. 
Almost  one-quarter  of  the  programs  require  that  a  specified  number  of  the 
producer  members  represent  cooperative  associations.    About  half  of  these 
also  require  geographic  selection. 

Handlers  and  processors  ai'e  at -large  members  on  almost  half  of  the 
boards  on  which  they  serve.    Geographic  selection  is  used  much  less  often 
than  for  producers --for  about  one-fifth  of  the  boards.    The  usual  restric- 
tion, if  one  is  imposed,  is  one  specifying  representation  for  different 
types  of  operations  or  different  sizes  of  firms.    Sometimes  the  specifica- 
tion is  simple.    For  example,  the  Processing  Strawberry  Order  merely  re- 
quires that  at  least  one  of  the  seven  processor  members  shall  be  a  preserver. 
In  some  cases,  however,   (see,  e.g.,  lima  beans,  olives,  cling  peaches,  and 
prunes)  a  fairly  complex  formula  Is  prescribed  to  insure  the  "proper"  repre- 
sentation of  each  subsegment  of  the  industry. 
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Persons  from  outside  the  industry  are  included  infrequently  on  control 
boards.    Tlie  three  federal  orders  for  citrus  fruits  are  the  only  programs 
specifically  requiring  such  representation.    Each  of  these  provides  that 
one  member  shall  represent  the  general  public. 

P]:;oducer  Representation 

Control  boards  for  kO  programs  have  both  producer  and  non-producer 
members.^    Producers  are  in  a  minority  position  on  only  six  of  these 
boards.    Their  representation  varies  from  33  percent  (three  of  nine  members) 
to  92  percent  (eleven  of  twelve  members).  1 

There  is  a  definite  positive  correlation  between  the  number  of  pro- 
ducer members  and  the  size  of  the  board- -see  Figure  1.    The  average  rela- 
tionship is       Y  =  2.961  +  I.32OX,  where  X  denotes  the  number  of  producer 

2/ 

members  and  Y  the  total  number.-'     The  equation  fits  the  data  well, 

r  =  0.920.    These  results  indicate  that  for  current  programs:  ' 

1.  One  additional  producer  on  the  control  board  is  associated,  on 
the  average,  with  an  increase  of  O.32O  non-producer  members. 

2.  Differences  in  the  nvmiber  of  producer  members  "explains,"  on 
the  average,  about  85  percent,  r2,  of  the  variation  in  the 
size  of  boards. 

Over  the  range  of  observations  used  in  fitting  the  equation,  the 
relation  is  as  follows : 


Producer  members 

Total  members 

Ratio^ 

(assumed) 

(estimated) 

(as  percent) 

3 

6.k8 

h6.3 

6 

10.78 

55.6 

9 

15.09 

59.7 

12 

19.38 

61.9 

15 

23.69 

63.3 

18 

27.99 

6U.3 

a/  Producer  members  to  total  members. 


1/  Most  of  the  other  control  boards  are  composed  entirely  of  producer 
members.  However,  all  board  members  are  processors  for  two  state  orders 
and  handlers  for  one  state  order.  They  may  be  either  producers  or  hand- 
lers for  two  boards. 

2/  In  determining  the  regression  equation  Y  was  defined  to  include 
only  members  required  to  be  producers  or  to  be  handlers  (or  processors 
or  packers).    Thus  the  total  excludes  public  members  and  members  who 
may  be  either  producers  or  non-producers.    This  definition  for  Y  affected 
the  equation  obtained  very  little  since  few  members  were  excluded. 
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Figure  1:  Relation  betwe  en  number  of  producer  members  (X) 
and  total  members  (Y)  on  control  boards.  (Note: 
Only  boards  with  both  producer  and  non-producer 
members  are  considered.    Members  representing 
the  public  or  not  specifically  identified  as  producers, 
processors,  or  handlers  are  not  counted  in  the  total 
membership  of  the  board.  ) 
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Board  Responsibility 


Each  control  board  is  required  to  perform  certain  duties.    These  are 
prescribed  in  similar  terms  by  the  different  laws  authorizing  marketing 
programs.    Tlie  California  Marketing  Act  of  1937  describes  them  in  about 
the  following  terms : 

1.  To  administer  the  provisions  of  the  marketing  order. 

2.  To  recommend  to  the  Director  administrative  rules  and  regula- 
tions relating  to  the  marketing  order.  | 

3.  To  receive  and  report  to  the  Director  complaints  of  violations 
of  the  marketing  order. 

h.    To  recommend  to  the  Director  amendments  to  the  marketing  order. 

5.  To  assist  the  Director  in  the  assessment  of  members  of  the 
industry  and  in  the  collection  of  funds  to  cover  expenses 
Incurred  administering  the  marketing  order. 

6.  To  assist  the  Director  in  the  collection  of  information  and 
data  deemed  necessary  to  the  proper  administration  of  this  ■ 
marketing  order. 

These  imply  other  duties  which  are  often  specified  by  the  marketing 
order.    Among  those  set  forth  most  frequently  are  five  by  which  the  board 
is  required: 

1.  To  select  a  chairman  from  its  membership,  designate  other 
officers,  and  adopt  necessary  rules  for  the  conduct  of  its 
meetings. 

2.  To  employ  such  personnel  as  may  be  deemed  necessary  and  fix 
their  compensation  and  terms  of  employment. 

3.  To  prepare  and  submit  to  the  Director  an  annual  budget  cover- 
ing anticipated  income  and  expenses. 

k.    To  set  forth,  at  the  beginning  of  each  season,  in  a  report  to  • 
the  Director,  its  findings  as  to  the  economic  and  marketing 
conditions  affecting  the  product  controlled;    This  investiga- 
tion shall  provide  the  basis  for  a  marketing  policy°for  the 
season  and  for  the  Issuance  of  regulations.  | 

5.    To  keep  minutes,  books,  and  records  which  clearly  reflect  all 
its  acts  and  transactions  and  to  provide  the  Director  with 
copies  of  the  minutes.    Said  minutes,  books,"  and  records  shall 
at  all  times  be  subject  to  examination  by  the  Director  or  his 
duly  authorized  representatives. 


A  variety  of  other  duties  is  established  by  the  different  programs. 
One  of  these,  incorporated  in  a  few  orders,  specifically  authorizes  the 
board  to  cooperate  with  other  agencies  engaged  in  similar  activities.  For 
example,  the  state  Wine  Order  permits  the  board  "to  cooperate  with  and 
coordinate  its  activities  with  any  other  legally  constituted  program  for 
the  marlceting  of  California  grapes  and  grape  products."    One  may  wonder  as 
to  the  need  for  a  provision  of  this  type. 

Size  of  Boards 

Most  control  boards  are  either  fairly  small  or  quite  large.  One- 
quarter  of  them  have  seven  to  nine  members  and  one -quarter  have  nineteen 
or  more.    This  variation  in  the  size  of  control  boards  for  federal  and 
state  marketing  programs  is  compared,  in  the  table  below,  with  that  lare- 

1/  '  -c 

pared  by  R.A.  Gordonr^  for  boards  of  giant  corporations. 


Nimiber  of  members 

Marketing  pro 

grams  in  I96I 

Corporations  in  19^5 

number 

percent 

number 

percent 

6 

7  -  8 

9-10 
11  -  12 
13  -  Ih 
15-16 
17  -  18 
19  and  over 
TOTAL 

Average  (members) 

0 

9 
11 
11 
5 
5 
3 

Ik 

0 

15.5 
19.0 
19.0 
8.6 
8.6 
5.2 

24.1 

h 

9 
26 

35 
25 
27 
15 
Ik 

2.6 
5.8 
16.8 
22.6 
16.1 
17.4 

9.7 
9.0 

■  58 
13.9 

100.0 

155 
3.5 

100.0 

Both  distributions  indicate  a  wide  variation  in  size.  Their  main 
difference  is  the  smaller  proportion  of  control  boards  of  medium  size, 
say  those  consisting  of  I3  to  I8  members.^ 


1/  R.A.  Grordon,  Business  Leadership  In  the  Larpie  Corporation.  2nd  ed 
Univ.  of  Calif.  Press,  Berkeley,  I961,  p.  II7.    ' 

2/  The  median,  arithmetic  mean,  and  standard  deviation  are  12.0,  13.9, 
and  5.6  for  the  58  marketing  programs,  and  I3.0,  13.5,  and  k.6  for  the 
155  giant  corporations. 


I  • 

Gordon  believes  that  large  boards  become  unwieldy  and  ineffective: 

"Though  no  general  rule  can  be  laid  down,  a  somewhat  smaller 
board,  say  six  to  twelve  men,  is  likely  to  be  more  effective 
as  a  working  group  and  yet  large  enoiigh  to  give  the  diversity 
of  bacl^ground  and  viewpoint  which  should  characterize  a  good 
board."!/ 

Half  of  the  control  boards  are  larger  than  the  upper  limit  (of  12 
persons)  set  by  Gordon.    Many  of  these  probably  coiild  and  should  be  made 
smaller.    Some  industry  members  may  feel  that  the  viewpoints  of  their  | 
particular  group  %7ill  not  be  adequately  represented  if  membership  is  re- 
duced much.    There  is  no  basis,  however,  for  claiming  that  a  large  board 

2.1 

is  required  to  get  a  sufficient  diversity  of  viev/points 
Term  of  Office 

Board  members  are  appointed  for  short  terms.    Less  than  half  of  the 
program"  specify  terms  of  more  than  one  year.^    This  does  not  mean,  I 
however,  that  there  is  a  rapid  turnover  in  board  membership.    Many  persons 
are  reappointed  and  serve  several  terms,  usually  consecutively.  I 


1/  Gordon,  op.  cit.,  p.  II8.  Many  years  earlier.  Bates  (Harvard 
Business  Review,  vol.  19;  p.  36)  prescribed  a  board  of  from  five  to 
twelve  members. 

2/  It  is  interesting  to  note  the  size  of  governing  boards  of  local 
governmental  units  in  California.    The  vast  majority  of  the  boards  of 
supervisors,  city  councils,  and  school  boards  throughout  the  state  have 
five  or  seven  members.    Only  a  few  are  larger.    Even  those  in  large 
metropolitan  areas  exceed  nine  members  only  infrequently.  Possibly 
there  is  as  much  diversity  of  views  brought  into  clash  in  operating  a 
county,  a  city,  or  a  school  district  as  in  the  case  of  a  marketing 
program. 

Usually  when  the  term  is  for  more  than  one  year,  all  appointments 
are  made  concurrently  rather  than  on  a  staggered  basis.    Continuity  is 
secured  by  reappointments.    The  terms  of  office  are: 


Control  Board  for 

1  year 

2  years 

3  years 

Total 

State  programs 

25 

13 

2 

Federal  programs 

6 

1 

16 

All  programs 

-1^ 

19 

3 

56 
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TABLE  6 

Bartlett  Pear  Programs:    Years  Served  by  Board 
Members  During  the  Period  I952-1961 


Federal 

State  program  for 

Four 

programs 

program 

Fresh 

Promotion 

Canning 

Total 

Average 

a/ 

24.0 

11.9 

21.7 

23.9 

81.5 

20.4 

Number  of  members  serving  for  periods  shown 

1  to  3  years 

12 

9 

6 

11 

38 

9.5 

4  to  6  years 

16 

5 

10 

7 

38 

9.5 

(  T,o  y  years 

k 

5 

2 

8 

19 

3.8 

All     10  VPflTR 

11 

4 

14 

12 

41 

10.2 

Average  (years) 

5.6 

5.2 

6.8 

6.3 

6.0 

6.0 

Number  of  changes  in 

membership 

per  year 

None 

0 

2 

5 

5 

12 

3.0 

1  change 

3 

3 

1 

1 

8 

2.0 

2  changes 

4 

3 

2 

1 

10 

2.5 

3  changes 

1 

2 

0 

2 

5 

1.2 

h  or  more 

2 

0 

2 

1 

5 

1.2 

Average  (changes) 

2.3 

1.5 

1.3 

1.7 

6.8 

1.7 

Turnover  rate  (5^)^ 

9.6 

12.6 

6.0 

7.1 

8.3 

8.3 

a/  Includes  handler  members  of  the  Control  Committee  for  California  Deciduous  Tree 
Fruits  and  producer  members  of  the  Bartlett  Pear  Commodity  Committee;  advisory 
board  members  for  state  orders  for  Fresh  Bartlett  Pears  and  Fresh  Bartlett  Ptear 
Promotion;  canner  members  of  the  canning  committee  and  advisory  board  members 
(limited  to  producers)  for  state  order  for  canning  Bartlett  Pears.  Fractional 
numbers  occur  because  the  advisory  board  for  Fresh  Bartlett  Itear  Promotion  was 
increased  from  21  to  22  members  in  I955  and  because  vacancies  remained  unfilled 
for  one  year  each  for  the  other  two  state  orders. 

b/  The  rate  expresses  the  average  nmber  of  changes  made  per  100  member-years. 
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Ta"ble  6  simmarizes  the  service  of  board  members  on  four  Bartlett 
pear  programs  for  the  past  decade  (l952-6l).    These  data  show  how  con- 
tinuity is  maintained  through  reappointments.    They  also  illustrate 
the  extent  to  which  members  serve  concurrently  on  boards  for  different 
procrams .  ^ 

Each  board  member  for  the  four  Bartlett  programs  served  an  average 
of  six  years  during  1952-61.  Exactly  half  of  the  positions  were  filled 
by  persons  remaining  on  the  board  throughout  the  decade.    One  member 

was  replaced  annually,  on  the  average,  for  each  twelve  members  serving. 

I 

This  comparison,  however,  is  not  the  complete  picture.    Some  per- 
sons who  served  during  only  a  part  of  the  last  decade  were  members  (or 
alternates)  prior  to  1952.    In  several  cases  their  total  service  cov- 
ered periods  of  10,  15,  and  even  more  years.    In  some  cases  different 
members  of  the  same  families  (particularly  father-son  combinations) 
served  in  succession.    Even  more  frequently,  non-producer  members  were 
replaced  by  other  representatives  of  the  same  business  firms. 

Some  persons  have  served  on  several  pear  boards.  Twenty  persons 
were  members  on  one  board  throughout  1952-61  and  also  served  simulta- 
neously on  other  Bartlett  pear  boards.  On  the  average,  they  were  mem- 
bers of  1.8  boards — or  2.2,  if  service  as  alternates  is  also  counted. 
Three  individuals,  with  the  longest  service  during  1952-61,  were  mem- 
bers on  boards  for  three  programs  during  the  entire  decade  and  served, 
on  the  average,  an  additional  six  years  on  a  fourth  pear  board. 

Board  Procedures 

Generally,  the  control  board  examines,  at  the  beginning  of  the 
crop,  the  supply  and  demand  conditions  facing  the  industry  and  pre- 
pares a  marketing  policy  setting  forth  the  program  to  be  pursued.  This 
includes  a  statement  of  the  regiilations,  expenditures,  and  assessment 
rates  likely  to  be  needed  during  the  season.    The  situation  in  prospect 
is  reviewed  periodically  so  that  necessary  changes  in  the  policy  can  be 
made . 
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Later  on,  usually  at  about  the  time  harvest  begins,  a  decision  is 
made  as  to  the  particular  regulations,  expenditures,  and  assessment  rates 
deemed  most  appropriate.    These  recommendations,  normally  developed  in 
consultation  with  representatives  from  the  Department  of  Agriculture,  are 
finalized  and  forwarded  to  the  Director  who,  after  such  further  review  as 
he  may  wish  to  make  or  direct  to  be  made,  approves  or  disapproves  them. 
If  approved,  the  regulations  (and  assessments)  are  issued  immediately  and 
become  binding  upon  all  members  covered  by  the  marketing  order.    If  dis- 
approved, they  are  inoperative  and  a  different  set  may  be  developed  and 
issued. 

Many  boards  establish  committees  to  serve  in  an  advisory  capacity 
or  to  supervise  specific  phases  of  the  program.    However,  only  a  few 
programs  specifically  require  that  supplemental  committees  be  established.^ 

A  quorum  is  established  by  a  simple  majority  for  almost  half  of  the 
control  boards  and  by  about  two-thirds  of  the  members  for  practically  all 
other  boards.    About  one -fifth  of  the  orders  set  additional  requirements 
for  a  quorum.    Usually  these  specify  that  a  majority  of  both  producer  and 
non-producer  members  must  be  present.    One  order  merely  states  that  at 
least  three  of  the  four  members  needed  for  a  quorum  must  be  producers. 


1/  The  Beef  Council  (the  control  board  for  the  Beef  Promotion  Program) 
selects  from  its  membership  (of  I9  producers)  an  Executive  Committee  to 
carry  out  many  administrative  activities  for  this  program.    The  state 
order  for  Canned  Ripe  Olives  provides  for  local  crop  svirvey  and  arbitra- 
tion subcommittees.    An  advertising  committee  is  established  by  the  fresh 
Bartlett  Psar  Promotion  Order.    Grading  committees  are  provided  by  the 
orders  for  canning  Bartletts,  canning  fall  and  winter  pears,  and  pro- 
cessing strawberries.    The  Cling  Peach  Order  has  two  subcommittees:  one 
for  advertising  and  sales  promotion  and  one  for  surplus  and  quality 
control. 


Many  actions  by  the  control  board  are  largely  routine  in  nature 
requiring  the  transaction  of  normal  administrative  affairs.    Some  actions, 
hovever,  are  major  ones  involving  the  setting  of  assessment  rates  and  the 
issuance  of  important  regulations.    One  might  expect  most  programs  to  re- 
quire a  greater  approval  requirement  for  major  actions  since  they  directly 
affect  all  industry  members.    This,  however,  is  not  the  case.  Major 
actions  can  be  initiated  by  the  same  number  of  affirmative  votes  as  are 
needed  for  routine  matters  under  two-thirds  of  the  programs. For  12 
of  the  other  19  programs  major  actions  require  approval  by  a  majority  of 
both  producer  and  non-producer  members  of  the  full  board. 

Enforcement  Activities 

The  government  is  responsible  for  securing  compliance  with  provisions 
of  marketing  programs  and  with  the  regulations  issued  thereto.    Its  staff 
does  such  legal  work  as  becomes  necessary,  ^ 

When  marketing  programs  were  first  launched,  serious  enforcement 
difficulties  arose,  especially  in  federal  milk  programs.    Within  a  few 
years  the  number  of  violations  declined  sharply  because:  -  I  - 

1.  Coxirt  decisions  clarified  how  basic  legal  principles  applied 
to  control  programs. 

2.  The  laws  were  amended  to  correct  defects  that  became  apparent. 

3.  Individuals  subject  to  control  accepted  more  readily  the 


At  present  almost  all  enforcement  cases  involve  either  failiure  to 
pay  assessments  or  evasion  of  regulations.    Often  these  violations  arise 
from  misunderstanding  and  are  easily  corrected  without  formal  enforce- 
ment action.    Sometimes,  however,  clear-cut  violations  exist  and  ftill 
legal  steps  are  taken  to  seek  the  penalties  set  forth  by  law. 


l/  Major  actions  require  approval  by  only  a  majority  of  the  members 
present  for  about  one-quarter  of  the  orders,  and,  hence,  can  be  effectuated 
by  less  than  half  of  the  board  members  (about  35  percent,  on  the  average) 
if  only  the  minimum  needed  for  a  quorum  attends  the  meeting. 

2/  The  third  point  needs  some  explanation  so  that  the  reader  doesn't  con- 
clude that  controls  are  accepted  more  widely  than  is  the  case.  Possibly 
some  individuals  and  firms  avoid  any  acts  which  might  lead  to  their  convic- 
tion solely  from  a  public  relations  standpoint.    They  fear  that  trade  re- 
action to  the  publicity  incident  to  a  conviction    would  be  too  severe. 


Occasionally,  the  legality  of  a  program's  provisions  is  questioned. 
The  most  recent  case  of  this  kind  relates  to  the  federal  order  regulating 
the  handling  of  Central  California  grapes  for  crushing,  issued  on  August 
26,  1961.    Hiis  order  was  challenged  in  court  by  eleven  wine  grape  growers 
who  contended  that  provisions  of  the  order  should  not  be  enforced  since 
they  apply  to  a  manufactured  product  (wine)  and  not  to  a  farm  conmodity. 
The  protest,  however,  was  not  upheld  by  the  court. 
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PROGRAM  SPECIFICATIONS 


Pi'ograras  established  under  state  legislation 
Programs  established  under  federal  legislation 


« 


1 


i 

i 

I 


PROGRAM  SPECIFICATIONS 


The  following  pages,  describing  all  current  agricultural  marketing 
programs,  are  arranged  alphabetically  in  two  groups:     (l)  state  programs 
and  (2)  federal  programs  for  California  products.    A  separate  sheet  is 
used  for  each  program  in  effect  at  any  time  during  January  1959-August 
1962  (including  the  five  terminated  by  August  I962)  and  for  the  three 
state  programs  authorized  by  special  legislation  but  not  activated.'^ 
The  "list  of  programs,"  which  follows,  serves  to  locate  program  sheets 
relating  to  particular  commodities.  ^ 

Each  sheet  begins  by  giving  the  legislative  authority  for  the  pro- 
gram, its  effective  date,  and  dates  of  all  amendments.    The  next  two 
sections  list  the  general  and  regulatory  provisions  as  changed  to  August 
15,  1962.    To  determine  what  provisions  were  in  force  at  earlier  dates, 
the  reader  must  consult  the  original  order  and  subsequent  amendments,  the 
dates  of  which  are  noted. 

A  fourth  section  describes  the  control  board  by  indicating  the  number 
of  members,  their  term  of  office,  voting  requirements,  special  duties  and 
supplemental  committees.    Two  abbreviations  are  used:     "coop"  and  "indep" 
to  identify  members  of  agriciiltural  cooperative  associations  and  of  other 
business  organizations,  respectively. 

Finally,  the  scope  of  operations  is  outlined  by  listing  the  seasons 
when  the  program  operated,  indicating  related  programs  (now  in  effect  or 
used  in  former  years),  and  giving  such  other  information  as  exemptions, 
joint  operations,  required  referenda,  termination  dates,  etc.  Program 
expenditures,  by  major  categories,  during  the  past  three  seasons  are 
given  for  state  programs. 


1/    One  state  program  is  a  marketing  agreement;  the  others  are  orders. 
State  laws  enacted  in  1958,  1959,  ajnd  1961  authorized  special  programs,  of 
the  order  type,  to  be  used  for  poultry  promotion,  fish  and  seafood,  and 
table  grapes.    The  prescribed  industry  approval  was  not  obtained  (by  August 
1,  1962),  however,  and  these  programs  have  not  been  activated.    They  are 
included  since  their  provisions  may  be  of  interest  to  some  readers.  All 
current  federal  programs  include  an  order  and  an  accompanying  agreement. 
New  numbers  for  federal  orders  became  effective  on  January  1,  1962  (26 
F.R.  12751). 


In  summarizing  the  information  certain  conventions  were  followed. 
Legislative  authority  is  given  for  state  programs  only  since  all  federal 
programs  are  issued  under  one  law,  the  Agricultural  Marketing  Agreement 
Act  of  1937.    Different  assessment  rates  may  be  levied  on  producers  and 
handlers  (or  processors)  unless  a  statement  to  the  contrary  is  indicated. 
Authorized  regulatory  provisions  and  composition  of  control  boards  are 
indicated  in  general  terms.    The  orders  should  be  consulted  for  more  de- 
tails, if  these  are  needed.    The  supplemental  committees  listed  are 
merely  those  required.    Many  boards  often  establish  others.  Compensation 
(in  addition  to  reim.bursement  for  necessary  expenses)  for  board  members 
of  state  programs  is  indicated  only  for  the  few  orders  which  authorize 
such  payments.    Program  expenditures  for  state  programs  are  those  made 
by  control  boards  for  operating  programs.    They  do  not  include  costs 
which  may  be  incurred  by  participants  in  carrying  out  regulations.  For 
example,  the  payment  of  fees  for  required  inspection  is  not  included 
vuiless  assessments  are  levied  under  the  program  to  offset  this  charge. 

Data  on  seasons  in  operation  and  program  expenditures  were  fur- 
nished by  the  Bureau  of  Jfarkets,  California  Department  of  Agriculttire, 
and  the  Fruit  and  Vegetable  Division,  U.S.  Agricultviral  Marketing  Service. 
All  the  other  information  presented  in  these  program  specification  sheets 
was  summarized  from  copies  of  marketing  orders  (and  agreements),  amend- 
ments, and  termination  orders  issued  by  the  California  and  United  States 
Departments  of  Agrlciature.    Agricultural  economists  of  these  two  agencies 
helped  the  author  in  correcting  caaissions  and  errors  in  his  summaries. 
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LIST  OF  PROGRAMS 
Programs  established  imder  state  legislation 


Apples,  early   5I 

Artichoke  Promotion    52 

Asparagus,  fresh   53 

Asparagiis,  processing   54 

Avocado  Promotion   55 

Beans,  lima   .  56 

Beef  Promotion   57 

Bush  berries  for  processing   58 

Olallie  berries  for  processing   59 

Brussels  sprouts  for  freezing    60 

Cantaloupes  .....    61 

Corn,  green   62 

Pigs,  dried   63 

Fish  and  seafood.   64 

Grapefruit,  desert   65 

Grapes,  t aisle   66 

Honey,  extracted   67 

Lettuce,  dry-pack   68 

Lettuce,  summer  head   69 

Lettuce,  -winter  head.   70 

Olives,  canned   71 

Peaches,  canning  and  freezing  cling  (grower-canner  order)  ...  72 

Peaches,  processing  cling  (producer  order)   73 

Ps aches,  fresh   7^ 

Psars,  canning  Bartlett    75 

Pears,  fresh  Bartlett    76 

Pears,  fresh  Bartlett  Promotion      77 

Pears,  canning  fall  and  winter   78 

Pears,  fresh  fall  and  winter   79 

Pears,  canning  Hardy  Promotion   80 

Pears,  canning  Hardy   8I 

Plums,  fresh.  .   82 

Potatoes,  delta  white    83 

Potatoes,  long  white   Sh 

Poultry  Promotion   85 

Poultry  and  Turkey  Improvement     86 

Prunes,  dried   87 

Raisins   88 

Strawberries,  processing   89 

Strawberry  R-omotion   90 

Tomatoes,  fresh  green    91 

Turkey  Promotion   92 

Wine   93 
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Programs  established  tmder  federal  legislation 

Almonds,  California    95 

Dates,  California  96 

Deciduous  tree  fruits,  California  (for  Bartlett  pears,  plums 

and  ELberta  peaches)  97 

Pigs,  California  dried  98 

Grapefruit,  Arizona  and  California   ,  99 

Grapes,  California  Tokay  100 

Grapes  for  crushing,  California  101 

Lemons,  Ceilifomia  and  Arizona  102 

Nectarines,  California  I03 

Navel  Oranges,  Arizona  and  California  lOV 

Valencia  Oranges,  Arizona  and  California  105 

Itears,  Pacific  Coast  winter  106 

Potatoes,  Oregon  and  California   IO7 

Prunes,  California  dried  lOQ 

Raisins,  California  I09 

Walnuts,  Pacific  Coast  HO 
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CALIFORNIA  MAEKCTDIG  ORDER  FOR  EARLY  APPLES 


Legislative  authority; 
Effective  date: 
Program  amendments : 

General  Provisions 
Area  of  application: 
Applicable  to: 

Marketing  season: 

Maxira\m  assessment: 

Special  definitions : 


Authorized  Provisions 


California  Iferketing  Act  of  1937 
June  28,  19lt8 

Minor— 3/29/5'+,  3/l/60,  k/ZO/ei 


Entire  state 

Producers  and  handlers;  early  apples  marketed  for 

fresh  consumption 
April  1 -March  3I 

2  cents  per  standard  pack  box  (of  h2  pounds  net  weight) 
levied  on  producers  and  2  cents  levied  on  handlers 

Early  apples — Gravenstein  apples  and  other  varieties 
produced  in  California  and  normally  sold  prior  to 
August  1 

Handler — person  packing  and/or  shipping  early  apples 


Sales  promotion  and  dealer  service  plans 

Production,  processing,  and  marketing  research  and  survey  studies 
Minimum  grade,  maturity,  size,  pack,  and  container  regulations 
Mandatory  Inspection  and  certification 

Quantity  control  (limitations,  by  periods,  on  packing,  selling,  shipping, 
or  marketing  for  fresh  consumption) 


Advisory  Board 
Membership : 


Term: 
Quorum: 

Action  requires : 


15  consisting  of  9  producers  (3  coop,  3  Indep,  3  eitherj 
from  h  districts)  and  6  handlers  (2  coop,  3  indep,  1 
either;  from  2  districts) 

NOTE:    All  the  cooperatives  are  in  one  district.    Hence  for 
practical  pvurposes  the  membership  includes  9  producers  (3 
coop  from  1  district  and  6  indep  from  3  districts)  and  6 
handlers  (2  coop  and  h  indep). 


1  year 

8  (no  action  if  over  k  vacancies) 
Approval  by  majority  of  members  present 


Special  duties:  None 
Supplemental  committees : 

Scope  of  Operations 
Seasons  in  operation: 
Related  programs : 


None 


Continuously  beginning  with  19'*8 

A  program  for  Gravenstein  apples  was  operated  in  IS'ih, 
1936,  and  1937  under  a  prior  state  marketing  order 
and  in  1935  under  a  federal  marketing  agreement  and 
license. 


Exempt  from  control; 


Commercial  exports  outside  the  North  American  continent 


Program  Expenditures  (dollars) 


Item 

1958-59 

19 59 -60 

196O-6I 

Average 

Promotion 

0 

0 

0 

0 

Research 

0 

0 

0 

0 

Inspection 

6,if30 

6,lj-05 

2,790 

5,208 

Adniini  st  rat  ion 

10.215 

8,889 

10,207 

9.770 

Total 

l6,6ii-5 

15,29^ 

12,997 

li+,978 
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CALIFORNIA  MARKETING  ORDER  FOR  GLOBE  ARTICHOKE  PROMOTION 


Legislative  authority: 
Effective  date: 
Program  amendments: 

General  Provisions 
Area  of  application: 
Applicable  to: 
Marketing  season: 

Miaxlmiim  assessment: 


Special  definitions; 


California  Marlceting  Act  of  1937 

July  20,  i960 

10/20/61 


Entire  state 
Producers  only- 
July  1-June  30 

$4.00  per  acre  in  production  levied  on  producers 
NOTE:    A  rate  up  to  $5.00  can  be  set  if  approved  by 
65^  of  the  producers  voting  in  a  referendim. 

None 


Authorized  Provisions 

Advertising  and  sales  promotion  (including  market  development) 
Production,  processing,  and  marketing  research  and  survey  stMies 


Advisory  Board 
Membership : 


11  producers  (from  k  districts) 


Term:  1  year  (June  1-May  31 ) 

Quorum:  6  (no  action  if  over  2  vacancies) 

Action  requires:  Approval  by  6  members 


Special  duties:  None 
Supplemental  committees: 


None 


Scope  of  Operations 
Seasons  in  operation: 
Related  programs: 


Continuously  beginning  with  I960 

The  state  marketing  order  proposed  in  193if  (for 
volume  control  by  proration  of  producer  shipments) 
was  not  made  operative  because  of  improved  market 
demand . 


Administrat  ion : 


Common  management  with  state  order  for  Brussels 
Sprouts. 


Program  Expenditures  (dollars) 


Item 

196O-6I 

Promot  ion 

0 

Research 

0 

Inspection 

0 

Administration 

8,280 

Total 

8,280 
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CALIFORNIA  MARKETING  ORDER  FOR  FRESH  ASPARAGUS 


Legislative  authority: 
Effective  date: 
Program  amendraents : 

General  Provisions 
Area  of  application: 

Applicable  to: 
Marketing  season: 

Maximum  assessment: 

Special  definitions: 


Authorized  Provisions 


California  Marketing  Act  of  1937 

April  12,  193k- 

Minor— 10/27/58,  IO/31/58 


Alameda,  Contra  Costa,  Sacramento,  San  Joaquin,  Solano,  and 

Yolo  counties 
Producers  only- 
January  l-December  3I 

21/2  cents  per  pyramid  crate  levied  on  producers 

Producer-packer — person  who  both  produces  and  packs  fresh 
asparagus 


Advertising  and  sales  promotion 

Production,  processing,  and  marketing  research  and  survey  studies 
Minimum  grade  and  size  regulations 
Mandatory  inspection  and  certification 

Quantity  control  (limitations,  by  periods,  on  harvesting,  packing,  and  marketing 
for  fresh  consumption) 


Advisory  Board 
Membership : 

Term: 
Quorum: 

Action  requires: 


2k  producers  or  producer-packers  (23  from  6  districts,  1  at-large) 

1  year  (December  1-November  30)  I 
13  (no  action  if  over  k  vacancies) 

Approval  by  majority  of  members  present,  except  that  action  on  all 
provisions  except  mandatory  inspection  and  certification  requires 
16  affirmative  votes 


Special  duties :  None 
Supplemental  committees ; 

Scope  of  Operations 
Seasons  in  operation; 
Related  programs : 


None 


195^-1960 

Programs  for  fresh  asparagus  and  for  canning  asparagus  vere 
operated  in  193^  an<i  1935  under  federal  marketing  agreements. 

Programs  for  canning  asparagus  were  operated  in  1936-19'<-5, 
I9W-I95O,  sj^d.  1953  under  four  successive  state  marketing 
orders . 


Administration : 


Suspension  date; 


Common  management  with  state  order  for  Processing  Asparagus 
from  195^  until  the  programs  vere  suspended 

t 

December  3I,  I96I 

NOTE:    Order  will  be  tenninated  on  December  31,  I962,  if  pro- 
gram is  not  made  active  by  that  date. 


Program  Expenditures  (dollars) 


Item 

1958-59 

1959-60 

1960-61 

Average 

Promotion 
Research 
Inspection 
Administration 

1 

26,290 
0 

11,103 

17,013 
16,138 

0 

11, 016 

10,  m 

koo 
0 

6,ok3 

9,066 
Ik,  276 
0 

9,387 

Total 

37,39^ 

16,627 

32,729 
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CALIFORNIA  MARKETING  ORDER  K)R  PROCESSING  ASPARAGUS 


Legislative  authority: 
Effective  date: 
Program  amendments: 


General  Provisions 
Area  of  application: 
ApplicaMe  to: 
Marketing  season: 


California  Marketing  Act  of  1937 

April  12,  1954 

2/17/58 

Minor~10/27/58,  IO/31/58 


Entire  state 
Producers  only 
January  1-December  31 


Maximum  assessment:         5  cents  per  100  pounds  of  No.  1  asparagus  levied  on  producers 


Special  definitions: 


Authorized  Provisions 


Producer — person  producing  asparagus  which  is  canned  or  frozen 
Processor — canner  or  freezer  of  asparagus 


Advertising  and  sales  promotion 

Production,  processing,  and  marketing  research  and  survey  studies 
Volume  control  (limitation  on  seasonal  deliveries  to  canners  and  freezers  by 
setting  closing  dates  for  delivery  of  white  or  green  asparagus) 


Advisory  Board 
Hemhership : 


Tenn: 
Quorum: 

Action  requires: 


2k  producers  (from  7  districts) 

NOTE:    The  main  income  and  interests  of  members  must  be  in  the  pro- 
duction of  asparagus. 

1  year  (December  1-November  30) 
13  (no  action  if  over  k  vacancies) 

Approval  by  majority  of  members  present,  except  that  action  on 
advertising  and  research  provisions  requires  16  affirmative 
votes  and  action  on  volume  control  requires  20 


Special  duties:  None 
Supplemental  committees: 


None 


Scope  of  Operations 
Seasons  in  operation: 
Related  programs : 


Administration : 
Suspension  date; 


195^-1960 

Programs  for  canning  asparagus  and  for  fresh  asparagus  were 
operated  in  193k  and  I935  under  the  federal  marketing 
agreements. 

Programs  for  canning  asparagus  were  operated  in  1936-1945, 
I9W-I95O,  and  1953  under  four  successive  state  marketing 
orders . 

Common  management  with  state  order  for  Fresh  Asparagus  from  1954 

until  the  programs  were  suspended 
December  3I,  196I 

NOTE:    Order  will  be  tenalnated  on  December  3I,  I962,  if  pro- 
gram is  not  made  active  by  that  date. 


Program  Expenditures  (dollars) 


Item 

1958-59 

1959-60 

1960-61 

Average 

Promotion 
Research 
Inspection 
Admini  st  rat  ion 

31,425 
3,836 
0 

19,217 

45,013 
24,338 
0 

29,086 

12,294 
12,225 
0 

10,474 

29, 577 
I3,k66 
0 

19,593 

Total 

54,478 

98,437 

34,993 

62,636 
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CALIK)RNIA  MARKETING  ORDER  FOR  AVOCADO  FRO^S^TION 


Legislative  authority: 
Effective  date: 
Program  amended: 

General  Provisions 
Area  of  application: 
Applicable  to: 
Marketing  season: 

Maximum  assessment: 

Special  definitions: 


California  Marketing  Act  of  1937 
February  29,  I96O 
Minor— 12/18/61 


Entire  state 
Producers  and  handlers 
October  1 -September  30 

6-1/2^  of  gross  sales  value  levied  on  producers 


Avocados — all  varieties  produced  in  California  and 

marketed  in  fresh  form 
Handler  (or  shipper) — person  handling  or  preparing 

avocados  for  market 


Authorized  Provisions 


Advertising  and  sales  promotion 

Marketing,  medical,  and  nutritional  research  and  survey  studies 


Advisory  Board 
Membership : 


Term:  ; 
Quorum: 

Action  requires : 


ik  consisting  of  10  producers  (l  coop  and  1  Indep  from 
each  of  5  districts)  and  k  handlers  (2  coop  and  2  indep) 

2  years  (annual  appointment  on  staggered  basis) 
11 

Approval  by  majority  of  members  present 


Special  duties :  None 
Supplemental  committees; 


None 


Scope  of  Operations 

Seasons  in  operation:      Continuously  after  October  I96I 

NOTE:    Not  operated  earlier  because  of  litigation. 
Related  programs :  None 

Referendum  required:       Every  three  years,  beginning  with  I963 
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CALIFORNIA  MARKETraG  ORDER  FOR  STAITOARD  LIMA  BKAJIS 


Legislative  authority: 
Effective  date: 
Program  amendments : 

General  Provisions 
Area  of  application: 
Applicable  to: 
Marketing  season: 

Miaximum  assessment: 


Special  definitions: 


California  Marketing  Act  of  1937 

March  10,  19 51 

None 


Entire  state 
Producers  and  dealers 
August  1-Jialy  31 

15  cents  per  100  pounds  (handled)  levied  proportion- 
ately on  producers  and  handlers  provided  that 
assessment  on  handlers  does  not  exceed  $1.00  per 
1,000  bags  handled 

Standard  lima  beans — all  dry  beans  of  large  white 
pole  and  Burpee  bush  lima  types  (excludes  baby 
lima  beans) 

Warehouseman — person  receiving,  storing,  and  preparing 
lima  beans  for  market 

Dealer- -person  (other  than  retailer)  selling,  market- 
ing, or  distributing  lima  beans  acquired  from 
producers 


Authorized  Provisions 


Sales  promotion  and  market  development 

Production,  processing,  and  marketing  research 

Minimum  grade  regulations 

Mandatoiy  inspection  and  certification 

Quantity  control  (limitation,  by  periods,  on  msi-rketings ) 


Advisory  Board 
Membership : 


Term: 
Quorum: 

Action  requires; 


15  consisting  of  9  producers  (6  coop,  3  indep;  from  3 
districts),  h  dealers  (2  coop,  2  indep),  and  2  ware- 
housemen (l  coop,  1  indep) 

1  year 

10  (no  action  if  over  3  vacancies) 
Approval  by  9  members 


Special  duties:  None 
Supplemental  committees ! 

Scope  of  Operations 
Seasons  in  operation: 


None 


Continuously  beginning  with  1952 
NOTE:    Not  operated  in  1951  because  of  litigation. 
None 


Related  programs ; 
Exempt  from  control:       Lima  beans  sold  for  seed  use 


Item 

i95a-59 

1959-60 

1960-61 

Average 

Promotion 
Research 
Inspection 
Admini  st  rat  ion 

0 
0 

12,059 

0 

23,185 
0 

13,^1-59 

0 

20, 452 
0 

15,804 

0 

19,617 
0 

13,774 

Total 

27,273 

36,644 

36,256 

33,391 
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CALITORNIA  MARKETING  PROGRAM  PGR  BEEF  PROMOTION 


Legislative  authority: 
Effective  date: 
Program  amendments: 


General  Provisions 
Area  of  application: 
Applicable  to: 
Marketing  season : 

Statutory    as  s  e  s  sment ; 


Special  definitions: 


California  Beef  Council  Law  of  1957 
September  11,  1957 

9/18/59,  9/15/61  (made  by  amendments  to  the  Law—Stats. 
1959,  1961) 


Entire  state 
Producers  and  handlers 
Not  specified 

10  cents  per  head  levied  at  time  of  inspection  (prior  to 
slaughter;  prior  to  release  from  stockyard,  saleyard,  or 
sales  market j  prior  to  transportation  by  or  to  new  purchaser, 
out-of-state,  or  across  cattle  movement  zone  lines) 

NOTE:    Fee  is  applicable  to  cattle  originating  out-of-state 
for  slaughter  in  California.    About  4,933,000  head  were 
assessed  in  fiscal  year  I96O-6I. 

Producer- -person  raising,  breeding,  feeding,  or  growing 

cattle  or  calves  for  dairy  production  or  beef  production 
Beef- -in eludes  veal 


Authorized  Provisions 

Programs  of  education,  research,  or  public  infomation  (to  increase  consumption 
of  beef  and  beef  products;  to  study  production,  processing,  and  marketing 
methods;  to  gather  and  disseminate  information) 


Beef  Council 
Membership : 


Tern: 
Quorum: 

Action  requires ; 
Special  duties: 


Ccmpensation: 


19  producers 

NOTE:  Members  are  selected  to  represent  all  segments  of  the 
industry  and  different  geographic  areas.  A  member  may  not 
serve  for  more  than  two  consecutive  terms. 

3  years  (annual  appointment  on  a  staggered  basis) 
Majority  of  members 

Approval  by  majority  of  members  present 

To  cooperate  with  other  agencies  (national,  state,  or  local; 
volvmtary  or  created  by  law)  engaged  in  similar  activities 

$10.00  per  day  (limited  to  10  and  3  days  per  month,  respectively, 
for  Chairman  and  other  members  of  Executive  Committee,  and  to 
10  days  per  year  for  other  Council  members 


Supplemental  committee: 


Scope  of  Operations 
Seasons  in  operation: 
Related  programs : 

Exempt  from  control : 


Executive  Committee  (Chairman,  Vice-Chairman  and  5  other 
council  members),  elected  annually  by  the  Council 


Continuously  beginning  with  I957 
None 


Animals  sold  for  milk  or  calf  production,  animals  less  than 
3  months  old,  reduction  animals,  and  animals  transported 
for  puirposes  other  than  for  sale  or  slaughter  and  without 
change  of  ownership 


Program  Expenditures  (dollars) 


Item 

1950-59 

1959-60 

I96O-6I 

Average 

Promotion 
Research 
Inspection 
Administration 

90,702 

77 
0 

65, 596 

111,930 
h,  026 
0 

^,355 

96,03'+ 
5, 000 
0 

45,229 

99,022 

3,035 
0 

52,393 

Total 

156,375 

162, 311 

14-7,063 

155,250 

-57- 


CALIFORNIA  MAEKECING  ORDER  FOR  BUSH  BERRIES  FOR  PROCESSIHG 


Legislative  authority:    California  Marketing  Act  of  1937 


Effective  date: 
Program  amendments : 

General  Provisions 
Area  of  application: 
Applicable  to: 
Miorketing  season: 

Maximum  assessment : 


Special  definitions: 


September  15,  1954 


3ept 
2/2/ 


59 


Entire  state 

Producers  only;  all  processing  uses  of  three  varieties 
April  1 -March  31 

$6.00  per  ton  (delivered  to  processors)  levied  on 
producers 

Bush  "berries — "boysenberry,  youngberry,  and  nectar  berry 
varieties 

Processing — canning,  freezing,  preserving,  crushing,  or 
othervrise  preparing  bush  berries  for  marketing  in  any 
form  other  than  for  fresh  consumption 


Authorized  Provisions 


Advertising  and  sales  promotion 

Production,  processing,  and  marketing  research  and  survey  studies 


Advisory  Board 
Membership : 


Term: 
Quorum: 

Action  requires: 


l6  consisting  of  9  producers  (from  k  districts)  and  7 
processors  (3  freezers,  2  canners,  1  processor  other 
than  freezer  or  canner,  1  processor  at  large) 

1  year 
10 

Approval  by  majority  of  members  present 


Special  duties:  None 
Supplemental  committees: 

Scope  of  Opemtions 
Seasons  in  operation: 
Related  programs : 


None 


Continuously  beginning  with  19 5^ 
None 


Program  Expenditures  (dollars) 


Item 

195^-59 

1959-60 

1960-61 

Average 

Promotion 

15, 530 

l6,Mn 

15,246 

15,739 

Research 

0 

136 

0 

45 

Inspection 

0 

0 

0 

0 

Administration 

9,522 

8,666 

9,465 

9,218 

Total 

25,052 

25,243 

2k,  7L1 

25, 002 

CALIFORNIA  MAEKETING  ORDER  FOR  OLALLIE  BERRIES  FOR  PROCESSING 


Legislative  authority:    California  Marketing  Act  of  1937 


Effective  date: 
Program  amendments : 

General  Provisions 
Area  of  application: 
Applicable  to: 
Marketing  season: 

Maximum  assessment : 


Special  definitions : 


Authorized  Provisions 


August  7,  1958 
None 


Entire  state 

Producers  only;  all  processing  uses 
April  1 -March  3I 


$10.00  per  ton  (delivered  to  processors)  levied  on 
producers 

I 

Processing — canning,  freezing,  preserving,  crushing, 
or  otherwise  preparing  Olallie  berries  for  marketing 
in  any  form  other  than  for  fresh  consumption 


Advertising  and  sales  promotion 

Production,  processing,  and  marketing  research  and  siaxvey  studies 


Advisory  Board 
Membership : 


Teim: 
Quorum: 

Action  requires; 


7  consisting  of  5  producers  (from  2  districts)  and 
2  processors 

1  year 
5 

Approval  by  majority  of  members  present 


Special  duties :  None 
Supplemental  committees:  None 

Scope  of  Operations 

Seasons  in  operation:  Continuously  beginning  with  1958 
Related  programs :  None 


Administration : 


Common  management  with  state  order  for  Processing 
strawberries 


Item 

1958-59 

1959-60 

196O-6I 

Average 

E^motion 

5,ai3 

39B 

171 

2,12b 

Research 

0 

0 

0 

0 

Inspection 

0 

0 

0 

0 

Administration 

1,051 

5,198 

3,585 

Total 

4,905 

5,369 

5,713 

-59- 


CALIFORNIA  MARKETING  PROGRAl'I  FOR  BRUSSELS  SBROITTS  FOR  FEIEEZIKG 


Legislative  authority! 
Effective  date: 
Program  amendments: 


Agricviltural  Producers  Marketing  Law 
June  12,  1958 
3/11/59,  7/18/61 


General  Provisions 
Area  of  application: 
Applicable  to: 
Marketing  season: 

Maximum  assessment: 


Entire  state 

Producers  only 

March  1-Februaiy  28  (29) 

$2.00  per  ton  for  advertising  plus  $1.00  per  ton  for 
administration  levied  on  producers 


Special  definitions:  None 


Authorized  Provisions 

Advertising  and  sales  promotion 

Volume  control  (limitation  on  seasonal  deliveries  to  freezers  by  setting 

producer  allocations  using  base-period  quantities) 
NOTE:    Research  activities  are  authorized  by  the  enabling  legislation, 

even  though  not  specifically  provided  for  by  the  program  issued. 


Program  Committee 
Membership : 

Teim: 

Quorum: 

Action  requires : 


Special  duties: 
Compensation : 


11  producers 

I 

2  years  (beginning  April  1  of  odd-numbered  years) 
2/3  of  members  (no  action  if  over  2  vacancies) 
Approval  by  2/3  of  all  members  except  that  action  to 
modify  base  quantities  requires  9  affiimative  votes 

None 


$10.00  per  day  (This  compensation,  however,  has  not  been 
claimed  nor  paid. ) 
Supplemental  committees:  None 


Scope  of  Operations 
Seasons  in  operation: 
Related  programs : 


Continuously  beginning  with  1958 
None 


Administration:  Common  management  with  state  order  for  Artichoke 

Promotion 

Referendum  required:       During  February  1 -March  3I  of  each  odd-numbered  year 


Program  Expenditures  (dollars) 


Item 

1958-59 

19^-60 

I96O-6I 

Average 

Promotion 

12,964 

19,832 

16,408 

16, 401 

Research 

0 

0 

0 

0 

Inspection 

0 

0 

0 

0 

Administration 

8,460 

9,962 

11,016 

9,813 

Total 

21,424 

29,79^ 

27, 424 

26,214 

-60- 


CALIK)RI>IIA  MARKETING  ORDER  FOR  CANTALOUPES 


Legislative  authority:    California  Marketing  Act  of  I937 


Effective  date: 
Program  amendments: 

General  Provisions 
Area  of  application; 
Applicable  to: 
Marketing  season: 

Maximum  assessment : 


Special  definitions: 


August  1,  1955 
12/11/58,  6/15/62 
Minor— 12/10/57,  8/9/61 


State  north  and  west  of  San  Oorgonio  Pass 
Producers  and  handlers 
January  1 -December  3I 


1  cent  per  standard  container  for  administration, 
1  cent  for  inspection,  and  5  cents  for  advertising 
levied  on  prcducers 

NOTE:    A  rate  up  to  10  cents  can  be  set  if  approved 
by  producers  voting  in  a  referendum. 

Cantaloupe — all  varieties  of  cantaloupe 
Handler- -person  receiving  and  preparing  for  market 
or  marketing  cantaloupes 


Authorized  Provisions 

Advertising  and  sales  promotion 

Production,  processing,  and  marketing  research  and  sxirvey  studies 
Minimum  grade,  size,  pack,  and  container  regulations 
Mandatory  inspection  and  certification 

Volume  control  (elimination  of  periodic  surplus  by  limiting  quantities 

packed  and  marketed  by  any  means) 
NOTE:    Compulsory  destruction  of  plantings  was  specifically  prohibited 

until  the  order  was  amended  in  June  I962  to  allow  this  method. 


Advisory  Board 
Membership : 

Term: 
Quorum: 

Action  requires ; 


11  consisting  of  5  producers,  5  handlers,  and  1  either 

1  year 
8 

Approval  by  8  members 


Special  duties:  None 
Supplemental  committees : 


None 


Scope  of  Operations 
Seasons  in  operation: 
Related  program: 


Continuously  beginning  with  I955 
A  program  was  operated  in  1938.    It  included  proration 

of  shipments  linder  a  prior  state  marketing  order; 

size  restrictions  and  container  standardization  under 

a  federal  marketing  agreement  and  order  applicable  to 

California- Arizona  cantaloupe. 


Item 

1958-59 

1959-60 

1960-61 

Average 

E^motion 
tesearch 
Inspection 
/Administration 

bO,996 
5,000 
11, 537 
41,707 

96,it60 
0 

18, 566 
46,691 

220,19a 
3,500 
0 

34,630 

132,551 
2,833 

10, 034 

4l>  010 

Total 

139,240 

161,717 

258,328 

186,428 

-61- 


CALIK)RHIA  MARKETING  ORDER  FOR  GREEM  CPRM 


Legislative  authority; 
Effective  date: 
Program  amendments: 

General  Provisions 
Area  of  application: 

Applicable  to: 
Marketing  season: 

Maximum  assessment: 


Special  definitions: 


California  Marketing  Act  of  1937 

September  1,  19k■^ 

None 


Coachella  Valley  (Riverside  County  south  and  east  of 

San  Gorgonio  Pass) 
Producers  and  packers 
Jajauary  1 -December  31 

k  cents  per  regular  crate  (or  equivalent)  levied 
equally  on  producers  and  packers 

Producer-handler — person  who  both  produces  and  handles 
green  com 

Packer — person  preparing  green  com  for  market 
Handler — person  marketing  green  com  in  intrastate 
commerce 


Authorized  Provisions 

Minimum  grade,  size,  and  pack  regiilatlons 
Mandatory  inspection  and  certification 

Volume  control  (elimination  of  periodic  surplus  in  supply  available 
for  fresh  marketings  by  setting  producer  allocations  based  on 
quantities  being  produced) 


Advisory  Board 
Membership : 


Term: 
Quorum: 

Action  requires; 


9  consisting  of  3  producers,  3  handlers,  and  3 
producer-handlers 

1  year 

5  (no  action  if  over  2  vacancies) 
Approval  by  majority  of  members  present 


Special  duties:  None 
Supplemental  committees: 

Scope  of  Operations 
Seasons  in  operation: 
Related  program: 


None 


191^8-1951,  1954  (part  of  season),  inactive  after  1954 
None 


-62- 


CALIFORNIA  MARKETING  ORDKR  FOR  DRIED  FIGS 


Legislative  authority! 
Effective  date: 
Program  amendments: 


General  Provisions 
Area  of  application: 
Applicable  to: 

Marketing  season: 

Maxlmvun  assessment: 

Special  definitions: 


California  Marketing  Act  of  193T 
September  1,  19hk 
l/2/k6,  10/17/52,  7/22/53  (order  extended  to  include  producers) 
Minor— 6/9/52 


Entire  state 

Producers  and  processors;  natural  condition  and  processed 

dried  figs 
August  1-Jvily  31 

$10.00  per  ton  for  advertising  and  2-l/2^  of  gross  sales  value 
for  other  purposes  levied  equally  on  producers  and  handlers 

Distributor — person  marketing  natural  condition  dried  figs  in 

intrastate  commerce 
Processor — person  preparing  nat\iral  condition  dried  figs  for 

market  as  processed  dried  figs 
Handler — distributor  or  processor 


Authorized  Provisions 


Advertising  and  sales  promotion 

Production,  processing,  and  marketing  research  and  survey  studies 

Minimum  grade  regulations  (for  nattiral  condition  and  procassed  dried  figs) 

Mandatory  inspection  and  certification 
Prohibition  of  unfair  trade  practices 

Volume  control  (use  of  stabilization  and  substandard  pools) 


Advisory  Board 
Membership : 


Term: 
Quorum: 

Action  requires: 


10  consisting  of  5  producers  (from  2  districts)  and  5  processors 
NOTE:    The  order  provides  that  these  10  members  may  nominate  an 

eleventh  member,  in  which  case  he  becomes  the  chairman  of  the  Board. 

1  year  (June  1-May  31 ) 
7 

Approval  by  3  producer    and  3  processor  members 


Special  duties:  None 
Supplemental  comaittees : 

Scope  of  Operations 
Seasons  in  operation: 
Related  programs: 


None 


Exempt  from  control: 
Administration : 


Continuously  beginning  with  l^hk 

This  program  applied  to  processors  only  vuitil  1953,  when  the 

order  was  amended  to  include  producers  also. 
A  sepeirate  state  marketing  order  for  producers  only  was  operated 
in  1937-1953. 

A  pixigram  (for  surplus  control  and  quality  control)  under  federal 
marketing  agreement  and  order  became  effective  in  March  1955. 

Dried  figs  and  sliced  figs  for  exports  to  coimtries  other  than 
Canada 

Common  management  with  federal  order  for  Dried  Figs  vuatll  that 
program  was  terminated. 


Program  Expenditures  (dollars) 


Item 

1958-59 

1959-60 

1960-61 

Average 

Promotion 
Research 
Inspection 
Administration 

680 
0 

1)4.162 

1,871 
622 
0 

^5,228 

3,831 
1,851 

0 

1)3,899 

2,265 
1,051 

1*6,09^ 

Total 

1^5,93^ 

i^7,-72i 

5i^.'58l 

l)-9,  lH2 

-63-- 


CALIPDRNIA  MARKETBIG  PROGRAM  FOR  FISH  AND  SEAK)OD 


Legislative  authority:    California  Fish  and  Seafood  Advisory  Board  Law  of  I959 


Effective  date: 
Program  amendments: 

General  Provisions 
Area  of  application: 
Applicable  to: 
Marketing  season: 

Maximum  assessment: 

Special  definitions: 


September  I8,  1959 — see  note  at  bottom  of  page 
None 


Entire  state 

Handlers;  sales  to  retailers  and  restaurants 
Not  specified 

1  percent  of  gross  dollar  volvune  of  sales 

Fish — all  forms  of  salt  water  or  fresh  water  fish 

used  for  human  consumption 
Seafood — shellfish  and  all  other  forms  of  animal  or 

plant  life  taken  from  fresh  or  salt  water  for  human 

consumption 

Handler--any  person  distributing  or  selling  fish  or  sea- 
food to  restaurants  or  to  retailers  for  resale  to 
consumers 


Authorized  Provisions 


Advertising  and  sales  promotion 
Production  and  marketing  research 


Advisory  Board 
Membership : 


Term: 
Quorum: 

Action  requires ; 


Special  duties: 
Compensation : 


21  handlers 

NOTE:    Director  is  to  select  members  to  represent  all 
segments  of  the  industry  and  different  geographic  areas. 

2  years 

Majority  of  members 

Majority  of  members  present,  except  that  any  action  on  pro- 
motion and  research  programs,  budgets,  and  assessments 
requires  ik-  affirmative  votes 

To  cooperate  with  other  agencies  (national,  state,  or  local; 
voluntary  or  created  by  law)  engaged  in  similar  activities 

None  except  reimbursement  for  actual  expenses  necessarily 
incurred  in  performing  official  duties 


Supplemental  committee; 


Scope  of  Operations 
Seasons  in  operation: 
Related  programs : 


Executive  committee  (Chairman,  Vice -Chairman,  and 
five  other  members)  elected  annually  by  council; 
acts  require  favorable  vote  by  5  members 


None 
None 


NOTE:    This  law  (adopted  in  1959)  is  to  take  effect  when  approved  (on  ballots 
mailed  by  the  Director  of  Agriculture)  by  51  percent  of  handlers  representing 
65  percent  of  the  dollar  volume  of  sales  or  by  65  percent  of  handlers  repre- 
senting 51  percent  of  total  sales.    The  program  is  still  inactive  because  the 
required  assent  has  not  been  given.     It  can  be  activated  in  the  future  since 
the  act  does  not  provide  for  only  one  vote  for  acceptance  of  the  program.  The 
Director  is  to  administer  and  enforce  the  program.    Duties  of  the  board  are 
advisory,  except  as  delegated  by  the  Director. 
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CALIFORNIA  MARKETING  ORDER  FOR  DESERT  GRAPEFRUIT 


Legislative  authority: 
Effective  date: 
Program  amendments : 


General  Provisions 
Area  of  application: 

Applicable  to: 
Marketing  season: 


Maximum  assessment; 


Special  definitions; 


California  terketing  Act  of  1937 
May  12,  19^1 

x/2/kk,  11/1/55,  6/10/60 
Minor— 1/10/55 


Imperial  County  and  parts  of  Riverside,  San  Bernardino,  and 

San  Diego  counties 
Producers  and  handlers;  grapefruit  for  fresh  consumption 
August  1-July  31  ^ 

k  percent  of  gross  value  of  intrastate  sales  for  advertising 
and  6  cents  per  carton  for  administration  levied  equally 
by  producers  and  handlers 

Handler — distributor  or  processor  of  grapefruit 
Pix)cessor--person  preparing  grapefruit  for  ultimate  sale  to 

consumer  in  fresh  form 
Distributor — person  (other  than  retailer)  marketing  grapefruit 

in  intrastate  commerce 


Authorized  Provisions 

Advertising  and  sales  promotion  (for  desert  grapefruit  and  grapefruit  products) 
Production,  processing,  and  marketing  research  and  survey  studies 
Minimum  grade,  size,  pack,  and  container  regulations 
Mandatory  inspection  and  certification 


Advisory  Board 
Membership : 


7  consisting  of  k  producers  (2  coop,  2  indep;  from  2  districts) 
and  3  handlers 

NOTE:    Appointments  shall  include,  if  possible,  producer  members 
■who  serve  on  the  federal  marketing  agreement  for  California 
grapefruit. 


Term: 
Quorum: 

Action  requires ; 


1  year 
5 

Approval  by  5  members  if  full  membership  is  present  and  by  h 
members  if  5  or  6  members  are  present 


Special  duties :  None 
Supplemental  committees ; 

Scope  of  Operations 
Seasons  in  operation: 
Related  programs : 


None 


Administration : 
Exempt  from  control: 
Referendum  required: 


1941-43  and  continuously  beginning  with  1945 

A  federal  program  for  California-Arizona  grapefruit  has  been 
operated  since  December  1933  'when  the  first  citrus  market- 
ing agreement  was  adopted:    1933-35  and  1941-62  seasons. 

A  seperate  state  marketing  order  (for  grapefruit  and  grape- 
fruit products)  was  operated  jointly  in  1944-19'4B  with  a 
similar  state  program  in  Arizona.    This  order  was  suspended 
in  1952  and  now  is  combined  with  the  "Marketing  Order  for 
Desert  Grapefruit." 

Common  management  with  federal  order  for  Arizona-California 
grapefruit 

Shipments  for  by-product  use,  shipments  for  relief  distribu- 
tion, and  shipments  by  parcel  post,  express,  or  gift  lots 
Biannually  (during  May  15-June  30  pf  odd-numbered  years) 


Program  Expenditures  (dollars) 


Item 

1958-59 

1959-60 

1960-61 

Average 

Promotion 
Research 
Inspection 
Administration 

2,731 
0 

12,884 
12,746 

0 
0 

11,964 
13,721 

24,336 
0 

13,906 
13,291 

9,022 
0 

12,918 
13,253 

Total 

28, 361 

25,685 

51,533 

35,193 
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CALIJORNIA  MABKEPDIG  PROGRAM  FOR  TABLE  GRAPES 


Legislative  authority; 
Effective  date: 
Program  amendments: 

General  Provisions 
Area  of  application: 
Applicable  to: 
Marketing  season: 

Maximum  assessment: 


California  Table  Grape  Ctommlssion  Act  of  I961 
July  11,  1961 — see  note  at  bottom  of  page 
None 


Special  definitions: 


Entire  state 

Producers;  all  varieties  shipped  for  fresh  use 
May  1 -April  30 

10.345  cents  per  100  pounds  for  1962-63  season  and  17.24l  cents 

in  subsequent  seasons 
NOTE:    Shipments  of  I50  pounds  or  less  made  directly  by  a  producer 
to  a  consumer  are  exempt  from  assessment. 

Table  grapes  (or  fresh  grapes)— all  varieties  of  California  grapes 

shipped  for  fresh  use 
Producer- -person  pixiducing  or  causing  to  be  produced  for  market 
"fresh  grapes" 

Shipper— person  engaged  within  California  in  shipping  "fresh 
grapes."    A  shipper  may  also  be  a  producer. 

Authorized  Provisions 

Advertising  and  sales  promotion 

Production,  packing,  storage  and  marketing  research  and  survey  studies 
Minimum  grade  and  maturity  regulations 
Mandatory  inspection  and  certification 

Table  Grape  Commission 

Membership:  21  producers  (from  7  districts) 

NOTE:    Each  member  must  be  a  producer  of  fresh  grapes  for  at  least 
5  years.    Not  more  than  two  members  shall  be  connected  with  the  same 
business  firm;  not  more  than  one  member  in  any  one  district  shall  be 
BO  connected. 


Tern: 
QuoiTjm: 

Action  requires ; 
Special  duties: 
Compensation: 


3  years  (annual  appointment) 
Majority  of  members 

Approval  by  majority  of  members  present 

To  present  facts  to  and  negotiate  vflth  state,  federal  and  foreign 

agencies  on  the  marketirig  of  fresh  grapes 
$25.00  per  day  (no  limit  on  number  of  days) 


Supplemental  committee:    Shipper  advisory  committee  (of  5  shippers  at  large) 


Scope  of  Operations 
Seasons  In  operation: 
Related  programs : 


Exempt  from  control ; 
Teimlnatlon  date: 


None 

Federal  order  for  California  fresh  Tokay  grapes. 
Also  state  and  federal  orders  for  raisins,  wine,  and  grapes 
for  crushing. 

Consumer  packages  as  to  size  of  bunches 
April  30,  1963 


NOTE:    This  law  (enacted  in  June  I961)  was  to  have  taken  effect  when  approved  (by  referendum) 
by  555b  of  the  producers  voting  and  representing  51?^  of  the  volume  or  by  51^  of  the  producers 
voting  and  representing  6%  of  the  noted  volume  providing  at  leastTo^  of  the  producers 
marketing  at  least  kOffo  of  the  fresh  grapes  marketed  during  the  preceding  season  voted.  The 
referendiun  failed  to  pass  and  provisions  of  the  Act  were  suspended  as  of  April  30    I963  by 
the  Director.    The  program  was  to  have  been  operated  directly  by  the  Commission,  subject  to 
approval  by  the  Director.  ' 
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CALIFORNIA  MARKEJTINa  ORDER  FOR  EXTRACTED  HONEI 


Legislative  authority:    CeLLifomia  Marketing  Act  of  1937 


Effective  date: 
Program  amendments: 

General  Provisions 
Area  of  application; 
Applicable  to: 
Marketing  season: 

Maximum  assessment: 


Special  definitions: 


March  1,  19 52 
Minor— 2/1/54 


Entire  state 
Producers  and  handlers 
April  1 -March  3I 


10  cents  per  standard  container  (of  60  pounds)  levied 
on  producers  and  10  cents  levied  on  handlers 

Extracted  honey — California-produced  honey  which  has 
been  removed  from  the  comb  and  other  honey  (pre- 
pared for  marketing  within  the  state)  which  is 
blended  with  California  honey 

Handler — person  preparing  extracted  honey  or  distrib- 
uting extracted  honey  in  intrastate  commerce 


Authorized  Provisions 


Advertising  and  sales  promotion 

Production,  processing,  and  marketing  research  and  survey  studies 
Prohibition  of  unfair  trade  practices  (particularly  sales  at  less 
than  cost) 


Advisory  Board 
Membership : 


Term: 
Quorum: 

Action  requires ; 


10  consisting  of  5  producers  (from  k  districts)  and 
5  handlers  (including  1  representative  of  a  coop) 

1  year 

3  producers  and  3  handler  members 

Approval  by  3  producer  and  3  handler  members 


Special  duties:  None 
Supplemental  committees:  None 

Scope  of  Operations 

Seasons  in  operation:  Continuously  beginning  with  1952 
Related  programs :  None 


Program  Expendltixres  (dollars) 


Item 

1958-59 

1959-60 

196O-61 

Average 

Promotion 
Research 
Inspection 
Administration 

21,2k9 
382 
0 

Ihj  072 

iB,35B 

l,k20 
0 

13, 573 

26, 579 
l^k 
0 

13,803 

22,062 
652 
0 

13,816 

Total 

35,703 

33,351 

40, 536 

36, 530 
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CALIFORNIA  MARKETING  ORDER  FOR  DRY-PAQC  LETTUCE 


Legislative  authority:  California  Marketing  Act  of  1937 
Effective  date:  June  11,  19i*-2 

Program  amendments;  5/20/i*8 

Minor— 6/1/58 


General  Provisions 

Area  of  application:       Santa  Barbara  and  San  Luis  Obispo  counties 
Applicable  to:  Producers  and  handlers 

Marketing  assessment:      6-l/2^  of  gross  sales  value  levied  equally  on  producers 

and  handlers 


Special  definitions: 


Dry -pack  lettuce- -Ice-berg  type  lettuce  prepared  for 
market  without  using  any  refrigerant  within  the 
container 

Handler — person  preparing  dry-pack  lettuce  for  market 


Authorized  Provisions 

Advertising  and  sales  promotion 

Production,  processing,  and  marketing  research  and  survey  studies 
Minimum  grade  and  size  regulations 
Mandatory  inspection  and  certification 

Volume  control  (eliminiation  of  periodic  surplus  by  setting  allocations 
using  quantities  being  produced) 


Advisory  Board 
Membership : 


Term: 
Q^orum: 

Action  requires: 


9  consisting  of  6  handlers  and  3  persons  whose  major 
interest  is  lettuce  production 

1  year  (March  1-February  28  or  29) 
6 

Approval  by  5  members 


Special  duties:  None 
Supplemental  committees:  None 


Scope  of  Operations 

Seasons  in  operation:      Continuously  beginning  with  19^2 — also  see  below 

NOTE:    Only  quality  control  and  inspection  provisions 
have  been  used  since  August  19^9. 
Related  programs:  Three  state  marketing  orders  for  lettuce  are  now  in 

operation. 

A  prior  state  marketing  order  (weekly  proration  of 
cutting  and  shipping  by  producers  in  Santa  Barbara 
and  San  Luis  Obispo  counties)  was  operated  in 
193^-19^1. 

Exempt  from  control;       Shipments  for  by-product  use,  shipments  for  feed 

purposes,  and  shipments  for  relief  distribution. 


Program  Expenditures  (dollars) 


Item 

1958-59 

1959-60 

196O-61 

Average 

Promotion 
Research 
Inspection 
Administration 

0 
0 

18,013 
12,731 

0 
0 

18, 527 
9,i^53 

0 
0 

18,809 
12,506 

0 
0 

18,450 
11,563 

Total               30, 7^ 

27,980 

31,315 

30,013 
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CALIPOPNIA  MARKETTING  ORDER  FOR  SUMMER  HEAD  LETTUCE 


Legislative  authority: 
Effective  date: 
Program  amendments: 


General  Provisions 
Area  of  application: 
Applicable  to: 
Marketing  season: 

Maximum  assessment: 


Special  definitions! 


California  Marketing  Act  of  1937 
June  26,  1959 
1/29/60 
Minor— 9/22/61 


Entire  state 
Producers  and  handlers 
April  1 -March  3I 


1  cent  per  standard  carton  for  administration  and  1  cent  for 
inspection  levied  equally  on  producers  and  handlers 

Summer  head  lettuce — head  lettuce  produced  in  areas  from 
which  head  lettuce  is  marketed  primarily  during  April  1- 
November  ik 

Handler  (or  packer) — person  harvesting  and  packing  lettuce 
in  containers  for  transportation 


Authorized  Provisions 


Production,  processing,  and  marketing  research  and  survey  studies 
Minimum  quality,  condition,  pack,  container,  and  precoollng  regulations 
Mandatory  Inspection  and  certification 
Prohibition  of  unfair  practices 
Proration  of  shipments  for  fresh  market  by  handlers 

Volume  control  .(elimination  of  periodic  surplus  by  destruction  in  the  field,  by 
handler  allocations,  by  restricting  periods  during  which  lettuce  may  be  packed 
and  marketed  and  by  other  means  except  size  restrictions)  1 


Advisory  Board 
Membership : 


Term: 
Quorum: 

Action  requires: 


17  consisting  of  either  producers  or  handlers  (16  from  5  districts, 
1  at-large) 

I  year 

II  (no  action  if  over  3  vacancies) 

Approval  by  majority  of  members  present  except  that  any  major  action 
(proration  of  shipments,  voltmie  control,  minimum  restrictions  on 
quality,  condition,  pack,  containers,  and  precoollng,  and  use  of 
certification)  requires  11  affirmative  votes  and  any  action  affect- 
ing primarily  one  district  requires  concurrence  by  majority  of  members 
from  that  district 


Special  duties:  None 
Supplemental  committees; 

Scope  of  Operations 
Seasons  In  operation: 
Related  programs: 

Administration : 


May  be  established 


Continuously  beginning  with  1959 
Three  state  marketing  orders  on  lettuce  are  now  in  operation 

Common  management  with  state  order  for  Fresh  Green  Tomatoes 


Program  Expenditures  (dollars) 


Item 

1958-59 

19^-60 

1960-61 

Average 

Promotion 
Research 
Inspection 
Administration 

0 
0 

9,469 
59,918 

0 
0 

10,286 
95,151 

0 

0 

10,214 
82,067 

0 
0 

9,990 
79,045 

Total 

69,387 

105,437 

92,281 

89,035 

-69- 


CALIFORNIA  MAE^KETING  ORDER  FOR  WINTER  HEAD  LECTUCE 


Legislative  authority: 
Effective  date: 
Program  amendments: 


California  Marketing  Act  of  1937 

January  ik,  I959 

None 


General  Provisions 
Area  of  application: 

Applicable  to: 
Marketing  season: 

Maximum  assessment: 


-the  only  area  producing 


Imperial  and  Riverside  covmties- 

"wlnter  head  lettuce 
Producers  and  handlers 
November  1 -October  3I 


1  cent  per  standard  carton  levied  equally  on  producers 
and  handlers 


Special  definitions:       Winter  head  lettuce--head  lettuce  produced  in  areas 

from  which  head  lettuce  is  marketed  primarily 
during  November  15-March  3I 
Handler  (or  packer) — person  packing  lettuce  in  con- 
tainers for  trajasportation  to  market 

Authorized  Provisions 

Production,  processing,  and  marketing  research  and  survey  studies 
Minimum  grade,  size,  pack,  and  container  regiiLations 
Mandatory  inspection  and  certification 

Volume  control  (elimination  of  periodic  s\rrplus  by  handler  allocations 
or  by  other  means  except  compulsory  destruction  of  plantings,  estab- 
lishment of  acreasge  limitations,  or  setting  of  planting  dates) 

Advisory  Board 

Membership:  11  consisting  of  either  producers  or  handlers  (from  2 

districts) 


Tem;  1  year 

Quorum:  7  (no  action  if  over  3  vacancies) 

Action  requires:     Approval  by  7  members 


Special  duties:  None 
Supplemental  committees:  None 


Scope  of  Operations 

Seasons  in  operation:      Continuously  beginning  with  1959— also  see  below 

NOTE:    Use  of  volume  control  and  rate-of-flow  regxiLa- 
tions  was  suspended  in  September  1961.  Present 
status  is  one  of  relative  inactivity. 

Related  programs:  Three  state  marketing  orders  on  lettuce  are  nov  in 

operation. 

A  prior  state  marketing  order  (periodic  proration  of 
cutting  and  shipping  by  producers  in  Imperial  County) 
was  operated  in  1934. 


Program  Expenditures  (dollars) 


Item 

1958-59 

1959-60 

I96O-6I 

Average 

Promotion 
Research 
Inspection 
Administration 

0 
0 
0 

34,511 

0 
0 

2,2l4 
39,803 

0 
0 

2,473 
29,183 

0 
0 

1,562 
34,499 

Total 

34,511 

i|-2,017 

31,656 

36,061 
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CALIPORNIA  MARKEiriNG  ORDER  PGR  CANNED  OLIVES 


Legislative  authority: 
Effective  date: 
Program  amendments: 


General  Provisions 
Area  of  application: 
Applicable  to: 
Marketing  season: 

^feL]clmum  assessment: 


Special  definitions: 


California  Marketing  Act  of  1937 

September  10,  1957 

9/1/59 

Minor— 11/1/58,  9/2O/59 


Entire  state 

Producers  and  processors 

December  1-November  30  (Fiscal  year: 


September  1-August  31 ) 


$13.00  per  ton  levied  equally  on  producers  and  processors 
NOTE:    The  portion  of  the  assessment  relating  to  advertising  and 
sales  promotion  is  levied  only  on  canned  ripe  olives. 

Sliced  olives — 20  or  fewer  pieces  per  olive 
Chopped  olives — over  20  pieces  per  olive 

Green  ripe  olives  (or  home  cured  olives)— olives  canned  with 
minimum  exposure  to  air  so  that  the  characteristic  dark  brown 
to  black  color  of  canned  ripe  olives  does  not  develop 

Canned  ripe  olives— excludes  sliced  olives,  chopped  olives,  and 
green  ripe  olives 

Processor — person  preserving  or  canning  olives 


Authorized  Provisions 


Advertising  and  sales  promotion  of  canned  ripe  olives 
Production,  processing,  and  marketing  research 
Minimum  quality  and  size  regulations 
Mandatory  inspection  and  certification 
Volume  control  (limitation  of  deliveries  by  producers  based  on  past  performance j 

limitation  on  marketings  of  canned  ripe  olives  by  processors  based  on  current 

supply) 


Advisory  Board 
Membership : 


Term: 
Quorum: 

Action  requires: 


18  consisting  of  9  producers  (from  h  districts)  and  9  processors 
NOTE:    Processor  members  are  selected  to  represent  different  producing 
areas  and  different  types  and  sizes  of  processors. 

2  years  (beginning  July  1  of  even -numbered  years) 

6  producer  and  6  processor  members 

Approval  by  majority  vote  of  members  present  except  that  any  action  on 
assessments  and  the  budget  requires  the  affirmative  vote  of  6  pro- 
ducer and  6  processor  members  and  that  any  action  on  surplus  control 
and  stabilization  requires  the  affirmative  vote  of  7  producer  and  7 
processor  members 


Special  duties:  None 
Supplemental  committees ; 


Scope  of  Operations 
Seasons  in  operation: 
Related  programs : 


Local  crop  survey  and  arbitration  committees  (of  2,  k,  or  6 
members  equally  divided  between  producers  and  processors) 


Continuously  beginning  with  I957-58  season— also  see  below 

A  federal  marketing  agreement  was  operated  in  1933  and  193^. 

Prior  state  marketing  orders  were  operated  for  crops  produced  in 
1937  and  19118-1954. 

The  present  order  is  actually  the  latest  version  of  the  program 
initiated  in  February  1948  and  applied  continuously  since  then 
except  for  a  lapse  during  June  1955-September  1957. 


Termination  date: 


June  30,  1964  (unless  extended) 


Item 

1958-59 

1959-60 

1960-61 

Average 

Promotion 
Research 
Inspection 
Administration 

306,428 
l4, 500 
0 

67,961 

175,281 

40,858 

0 

56,217 

410,945 
22,000 
0 

3h.66l 

297,  552 
25,786 
0 

52,9^(8 

Total 

388,809 

272,356 

467,612 

376,286 
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CALIPORiTIA  GROVffiR-CMKER  MARKETDIG  ORDER  POR  CAHI'TH^G  AMD  EREEZmC  CLDIG  PEACIIE3 


Legislative  authority: 
Effective  date: 
Program  amendments: 


General  Provisions 
Area  of  application: 
Applicable  to: 
Marketing  season: 

Maximum  assessment: 


Special  definitions: 


California  Marketing  Act  of  1937 
August  k,  1937 

8/y39,  7/28/40,  7/27/41,  8/3/^2,  12/30/45,  8/7/49,  5/18/50, 

7/1/51,  5/21/52,  6/9/53,  3/30/54,  6/5/57,  5/6/60 
Minor-7/21/53,  7/31/54,  3/8/55,  8/17/56,  8/29/60 


Entire  state 

Producers  and  processors 

November  1-October  3I  (Fiscal  year: 


July  1-June  30) 


$5.00  per  ton  levied  equally  on  producers  and  processors 
NOTE:    Additional  assessments  may  be  levied  to  effectuate 

approved  programs  of  General  Surplus  Removal  and  Surplus 

Diversion. 

General  surplus — productive  capacity  of  planted  acreage  exceeds 

normal  market  requirements 
Seasonal  surplus — estimated  annual  supply  exceeds  estimated 

market  requirements 
Green  drop- -mandatory  removal  of  peaches  from  producing  trees 
Diversion— removal,  by  processors,  of  surplus  cling  peaches  froiQ 

normal  canning  and  freezing  for  human  consumption 
Processor — canner  or  freezer 

NOTE:    Three  grades  of  cling  peaches  are  specified  in  detail. 


Authorized  Provisions 


Advertising  and  sales  promotion 

Production,  processing,  and  marketing  research  and  survey  studies 
Minimum  grade,  size,  quality,  and  maturity  regulations 
Mandatory  inspection  and  certification 

Prohibition  of  unfair  trade  practices  (limited  to  sale  or  purchase  of  off -grade 

cling  peaches  for  processing) 
Volume  control  (elimination  of  general  or  seasonal  surplus  by  removal  of  trees, 

green  drop,  or  surplus  diversion  at  the  cannery) 


Advisory  Board 
Membership : 


Term: 
Quorum: 

Action  requires ; 


22  consisting  of  11  producers  (lO  from  4  districts,  1  at  large)  and 
11  processors  (2  coop,  5  for  5  other  largest  processors,  4  other 
processors) 

1  year  (November  1-October  31) 

6  producer  and  6  processor  members 

Approval  by  6  producer  and  6  processor  members 


Special  duties:  None 
Supplemental  conmilttees ; 


Subconmlttees  for  surplus  and  quality  control  and  for 
advertising  and  sales  promotion  (each  of  9  producers  and 
9  canners) 


Scope  of  Operations 
Seasons  in  operation: 
Related  programs : 


Termination  date: 


1937,  1939-42,  and  continuously  beginning  vrtth  1946 

Federal  marketing  agreements  were  operated  in  I933  and  1934. 

The  first  state  marketing  order  was  used  in  part  during  1936. 

The  present  order  is  merely  a  modification  of  the  program 
adopted  in  August  I937  and  amended  several  times  since  that 
date.    Also  see  note  at  bottom  of  next  page. 

Jmxc  30,  1963 


Item 

1958-59 

1959-60 

1960-61 

Average 

Promotion 
Research 
Inspection 
Administration 

1,749,231 
32,100 
0 

1,138,483 

1,810,658 
21,000 
298,100 
697.089 

1,631,129 
22, 500 
487,281 
580,  076 

1,730,339 
25,200 
261,794 
805,216 

Total 

2,919.814 

2,826,847 

2,720,986 

2,822,549 
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CALHORNIA  PRODUCER  MARKETING  ORDER  FOR  RROCESSIWC}  CLING  PEACHES 


Legislative  authority: 
Effective  date: 
Program  amendments: 

General  Provisions 
Area  of  application: 
Applicable  to: 
Marketing  season: 

Maximum  assessment: 


Special  definitions; 


Authorized  Provisions 


California  Marketing  Act  of  1937 

July  12,  1962 

None 


Entire  state 
Producers 

November  1 -October  3I  (Fiscal  year:    July  1-Jvine  30) 

$3-00  per  ton  for  advertising  and  $1.00  per  ton  for  other 

purposes  levied  on  producers 
NOTE:    Additional  assessments  may  be  levied  to  effectuate 

approved  programs  of  General  Surplus  Removal  and  Surplus 

Diversion. 


Same  as  given  on  preceding  page 


Advertising  and  sales  promotion 

Production,  processing,  and  marketing  research  and  survey  studies 
Minimum  grade,  size,  quality,  and  maturity  regulations 
Mandatory  inspection  and  certification 
Prohibition  of  imfair  trade  practices  (limited  to  sale  or  purchase  of  off -grade 

cling  peaches  for  processing) 
Volume  control  (elimination  of  general  or  seasonal  surplus  by  removal  of  trees, 

green  drop,  or  grower  diversion) 
NOTE:    Regiilations  on  green  drop,  quality  and  surplus  diversion  are  authorized 

only  in  years  when  similar  regulations  are  not  established  under  the  grower- 

canner  order.    Assessments,  advertising,  and  research  activities  are  authorized 

even  if  being  carried  on  under  the  grower-canner  order. 


Advisory  Board 
Membership : 

Term: 

Quorum: 

Action  requires; 


15  producers  (lO  from  h  districts,  5  at  large) 

Initial  board  to  October  3I,  I962;  final  board,  November  1,  1962- 

June  30,  196h 
Majority  of  board  (no  action  if  over  3  vacancies) 
Approval  by  8  producer  members 


Special  duties:  None 
Supplemental  committees; 


Surplus  and  quality  control  subcommittee  (of  9  producers 

and  9  processors,  if  willing  to  serve) 
Advertising  and  sales  promotion  subcommittee  (of  9  producers) 


Scope  of  Operations 
Seasons  in  operation: 
Related  programs : 

Teimlnatlon  date: 


1962  (limited  to  aximlnistratlon  and  advertising) 
See  preceding  page  and  note  below 

June  30,  196i^ 


NOTE:    Provisions  of  this  order  are  lifted  almost  Intact  from  the  grower-canner  order 
and  are  Intended  to  keep  in  operation  the  prograi  used  for  many  years.    The  new  order 
was  developed  when  six  canner  members  of  the  grower-canner  board  blocked  action  to 
Impose  volume  controls  on  the  record  crop  in  prospect  for  I962.    One  canner  opposed  to 
using    these  controls  In  I962,  however,  changed  his  vote  when  it  became  apparent  that 
controls  would  be  issued  under  the  producer  order.    Hence  the  new  order  is  used  in  I962 
merely  to  set  up  the  administrative  machinery  and  to  undertake  advertising. 
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CALIFORNIA  MARKETING  OREER  FOR  FRESH  PEACHES 


Legislative  authority: 
Effective  date: 
Program  amendments: 

General  Provisions 
Area  of  application: 
Applicable  to: 
Marketing  season: 


California  Marketing  Act  of  I937 

April  25,  1950 

Minor— 5/10/56,  II/30/61 


Entire  state 

Producers  and  handlers;  all  varieties  marketed  fresh 
February  1-Januaiy  31 


Msiximum  assessment:         6  l/2?6  of  gross  sales  value  levied  on  producers 


Special  definitions: 


Peaches — all  varieties  (including  clings  and  semi- 
clings)  in  fresh  form  for  fresh  consumption  or 
home  canning 

Handler — person  (other  than  retailer)  packing  or 
distributing  fresh  peaches 


Authorized  Provisions 


Advertising  and  sales  promotion 

Production,  packing,  and  marketing  research  and  survey  studies 
Minimum  grade,  size,  maturity,  and  pack  regulations 
Miandatory  inspection  and  certification 


Advisory  Board 
Membership : 


Term: 
Quorum: 

Action  requires; 


15  consisting  of  10  producers  (from  3  districts)  and 

5  handlers  (3  packer -shippers,  2  terminal  matrket  receivers) 

2  years  (beginning  February  1  of  even-numbered  years ) 
6  producers  and  2  handlers 
Approval  by  8  members 


Special  duties:  None 
Supplemental  committees; 

Scope  of  Operations 
Seasons  in  operation: 
Related  programs: 


None 


Administrat  ion : 


Continuously  beginning  with  I950 

Elberta  peaches  are  also  covered  under  a  federal 

marketing  program  (California  Deciduous  Tree  Fruits) 
first  adopted  in  October  I933  and  operated  during 
most  seasons  thereafter. 

Common  management  with  state  order  for  Fresh  Plums 


Item 

1958-59 

1959-60 

1960-61 

Average 

Promotion 
Research 
Inspection 
Administration 

34,351 
0 

27,613 
40,478 

30,981 
1,250 

27,537 
40,091 

^3,067 
2,250 
32,861 
i+0,136 

36,133 
1,167 
29,337 
40,235 

Total 

102,442 

99,859 

118,314 

106,872 
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CALIFORNIA  MARKBTBIG  PROGRAM  FOR  CAKNDIG  BARTLKTT  PEARS 


Legislative  authority: 


Effective  date: 
Program  amendments: 


General  Provisions 
Area  of  application: 
Applicable  to: 
Marketing  season: 

MEiximum  assessment: 


Special  definitions; 


Agricultural  Prorate  Act  of  I933  until  194-5; 
Agricultural  Producers  Marketing  Act  until  1953; 
Agricultural  Producers  Marketing  Lav  since  I953 
May  25,  1938 

6/27/39,  6/20/40,  7/18/40,  8/7/40.  6/2o/4i,  6/29/42, 
7/2/42,  5/12/43,  6/28/43,  7/3/44,  6/28/46,  6/23/47, 
7/1/52,  6/1/56 

Minor— 5/3/52,  6/27/62 


Entire  state 
Producers  only 
July  1-June  30 

$1.25  per  ton  for  advertising  plus  a  rate  sufficient 
to  cover  other  program  costs  levied  on  producers 

Special  canned  pear  product— any  canned  product  contain- 
ing pears  reduced  to  a  pulpy  mass  or  a  liquid  such  as 
canned  strained  foods,  juices,  and  nectars 
NOTE:    Grades  for  canning  Bartletts  are  specified  in  detail. 

Authorized  Provisions 

Advertising  and  sales  promotion 

Production,  processing,  and  marketing  research  and  survey  studies 
Minimum  grade  and  quality  regulations 
Mandatory  inspection  and  certification 

Volume  control  (minimizing  a  seasonal  surplus  of  Bartlett  pears  for  canning 
by  a  proration  plan  containing  grade,  quality,  or  size  reg\iLations ) 

Program  Committee 

Membership:  12  producers  (from  5  districts) 


Term: 
Quorum: 

Action  requires: 


Special  duties: 
Compensation : 


2  years  (beginning  June  1  of  even-numbered  jeaxs) 
8  (no  action  if  over  1  vacancy) 

Approval  by  majority  of  full  committee  except  that  grade 

regulations  require  approval  by  majority  of  producer  members 
and  canner  members  of  the  grading  committee 

Cooperation  with  agencies  administering  other  marketing 

control  programs  affecting  pears 
$10.00  per  day  (limited  to  5  days  per  month) 
Supplemental  committees:    Grading  committee  (the  Program  Committee  and  12  canners) 


Scope  of  Operations 
Seasons  in  operation; 
Related  programs : 


Continijously  beginning  with  I938 

Three  state  marketing  orders  apply  (as  of  Aiogust  15,  I962) 
to  Bartlett  pears  and  two  to  other  varieties.  One 
federal  order  relates  to  California  fresh  Bartlett  pears 
and  one  to  Pacific  Coast  fresh  winter  peaxs.  1 


Referendum  required:       During  April  1-May  3I  of  odd-numbered  years 


Item 

1958-59 

1959-60 

1960-61 

Average 

Promotion 
[Research 
Inspection 
Administration 

179,188 
20, 500 

175,910 
48,422 

215,765 
26,142 

174,185 
50,179 

232, 4^32 
46,312 

126,190 
56,112 

209,145 
30,984 

158^762 
51,571 

Total 

424. 020 

466,271 

461,096 

450,462 
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CALIFORNIA  MARKETING  ORDER  FOR  FRESH  BARTLETT  PEARS 


Legislative  authority: 
Effective  date: 
Program  amendments: 

General  Provisions 
Area  of  application: 
Applicable  to: 
Marketing  season: 

Maximum  assessment: 

Special  definitions: 


California  Marketing  Act  of  1937 
Juily  8,  1937 

8/9/39,  ^MM 

Minor--7/l7/51,  12/31/51,  8/10/62 
Entire  state 

Producers  and  distributors 
June  1-May  3I 

2  1/2^  of  gross  sales  value  levied  on  producers 

Distributor — person  (other  than  retailer)  marketing 
Bartlett  pears  for  fresh  consimption  within  the 
state 


Authorized  Provisions 

Advertising  and  sales  promotion  (for  1937  and  I938  seasons  only) 
Minimum  grade  and  size  regulations 
Mandatory  inspection  and  certification 


Advisory  Board 
Membership : 


13  consisting  of  8  producers  (from  6  districts)  and  5 
distributors 


Term: 
Quorum: 

Action  requires; 


1  year 

5  producers  and  3  distributors 

Approval  by  a  majority  of  members  of  the  full  board 


Special  duties:      Cooperation  with  agencies  operating  other  marketing  control 

programs  affecting  pears 
Supplemental  committees:  None 


Scope  of  Operations 
Seasons  in  operation: 
Related  programs: 


Administrat  ion : 


1937-^2  and  continuously  beginning  with  I9I17 

Three  state  marketing  orders  apply  (as  of  August  I5, 

1962)  to  Bartlett  pears  and  two  to  other  varieties. 
One  federal  order  relates  to  California  fresh  Bartlett 

pears  and  one  to  Pacific  Coast  fresh  winter  pears. 

Common  management  with  state  order  for  Fresh  Bartlett 
Pear  Pronotion  and  with  federal  orders  for  California 
Deciduous  Tree  Fruits  and  California  Nectarines. 


Referendum  required:       Prior  to  April  1  of  even-numbered  years 


Program  Expenditures  (dollars ) 


Item 

1958-59 

1959-6O 

1960-61 

Average 

Promotion 
Research 
Inspection 
Mministration 

0 
0 

13,1^5 
14,981 

0 
0 

15,102 
16,423 

0 
0 

2,872 

17,442 

0 
0 

10,373 
16,282 

Total 

28  126 

31,525 

20,314 

26,655 

CALIPORNIA  MAEKETING  ORDER  FOR  FRESH  BARTLETT  PEAR  EROMDTION 


Legislative  authority: 
Effective  date: 
Progreun  amendments: 


California  Marketing  Act  of  1937 

June  29,  1950 

3/2/55 

Minor— 11/20/51 


General  Provisions 
Area  of  application: 
Applicable  to: 
Marketing  season: 


Entire  state 
Producers  and  handlers 
Jvine  l-May  31 


Maximum  assessment : 


5  cents  per  standard  packed  box 
NOTE;    Up  to  5  percent  of  the  assessment  may  be  levied 
on  handlers. 


Special  definitions: 


Distributor — person  (other  than  retailer)  marketing 
Bartlett  pears  for  fresh  conB\imption  or  home  canning 
within  the  state 

Packer — person  preparing  for  market  or  marketing  fresh 
Bartlett  pears 

Handler — distributor  or  packer 


Authorized  Provisions 

Sales  promotion  and  market  development 
Production,  packing,  and  marketing  research 


Advisory  Board 
Membership : 


Term: 
Quorum: 

Action  requires : 
Special  duties : 


22  consisting  of  16  producers  (from  10  districts)  and 
6  handlers  {h  packers,  2  distributors) 

2  years  (beginning  February  15  of  odd-nvimbered  years) 
Ik 

Approval  by  12  members 


Cooperation  with  agencies  administering  other  marketing 
control  programs  affecting  pears 
Supplemental  committees:    Advertising  and  p3Ximotion  subcommittee  (of  5 

producers  and  2  handlers) 


Scope  of  Operations 
Seasons  in  operation: 
Related  pTOgrams : 


Administration : 


Continuously  beginning  with  1950 

Three  state  marketing  orders  apply  (as  of  August  15,  I962) 
to  Bartlett  pears  and  two  to  other  varieties. 

One  federal  order  relates  to  California  fresh  Bartlett 
pears  axid  one  to  Pacific  Coast  fresh  winter  pears. 

Common  management  with  state  order  for  Fresh  Bartlett 
pears  and  with  federal  orders  for  California  Deciduous 
Tree  Fruits  and  California  nectarines. 


Program  Expenditures  (dollars) 


Item 

1955-59 

1959-60 

I96O-6I 

Average 

Promotion 
Research 
Inspection 
Administration 

159,391 
0 
0 

18, 028 

201,821 
0 
0 

18,1+32 

1145,052 
3,128 
0 

19,682 

179,755 
1,01+3 
0 

18,714 

Total 

207,419 

220,253 

170,862 

199,512 

CALIFORNIA  MARKETING  ORDER  FOR  CANNING  FALL  AND  V/INTER  PEARS 


Legislative  authority:    California  Mf.rketing  Act  of  1937 


Effective  date 
Program  amendments: 

General  Provisions 
Area  of  application: 
Applicable  to: 
Marketing  season: 

Maximum  assessment: 


Special  definitions : 


Authorized  Provisions 


August  6,  194-1 
8/19/42,  8/8/43,  8/3/46,  7/15/51,  7/i/52,  6/1/57 


Entire  state 

Producers  and  canners;  five  varieties 
July  1-June  30 

2  1/2^  of  gross  sales  value  levied  equally  on  producers  and 
canners 

Fall  and  winter  pears— An jou,  Bosc,  Cornice,  Hardy,  and  Winter 
Nelis  varieties  delivered  for  canning  within    the  state 

Canning — preservation  of  canned  pears  or  canned  pear  products 
such  as  pear  Juice  and  nectar 


Minimum  grade  regulations 

Mandatory  inspection  and  certification 


Advisoiy  Board 
Membership : 

Term: 
Quorum: 

Action  requires! 


10  consisting  of  5  producers  and  5  canners 

1  year  (jvme  1-May  31) 

6  (no  action  if  over  2  vacancies) 

Approval  by  majority  of  members  present  except  that  any  action  on 
grade  recommendation  requires  the  concurring  vote  of  3  producer 
and  3  canner  members 


Special  duties:  None 

Supplemental  committees:    Inspection  and  grading  subcommittee  (of  5  producers  and 

5  canners) 


Scope  of  Operations 
Seasons  in  operation: 
Related  programs : 


Administration ; 
Termination  date: 


Continuously  beginning  with  194l 

Three  state  marketing  orders  apply  (as  of  August  I5,  I962)  to 

Bartlett  pears  and  two  to  other  varieties. 
One  federal  order  relates  to  Pacific  Coast  fresh  winter  pears 

and  one  to  California  fresh  Bartlett  pears. 

Common  management  for  all  state  orders  for  winter  pears  (three 

until  6/62,  two  thereafter) 
June  30,  1962  (Replaced  by  new  state  order  for  Canning  Hardy  Pears) 


Program  Expenditures  (dollars) 


Item 

1958-59 

1959-60 

196O-61 

Average 

[^motion 
Research 
Inspection 
Administration 

0 
0 

22,891 
11,121 

0 
0 

13,017 
10,146 

0 
0 

8,793 
12,895 

0 
0 

14,900. 
11,387 

Total 

34,012 

23,163 

21,688 

26,25a 
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CALIK)MIA  MARKETING  ORDER  PGR  FRESH  FALL  AND  \mWER  PEARS 


Legislative  authority:    California  Marketing  Act  of  1937 


Effective  date: 
Program  amendments: 

General  Provisions 
Area  of  application: 
Applicable  to: 
Marketing  season: 

Maximum  assessment: 

Special  definitions : 


August  26,  19kl 
Minor— 6/15/56,  k/l/62 


Entire  state 

Producers  and  handlers;  five  varieties 
Jvly  1-June  30 

6  1/2^  of  gross  sales  value  levied  on  producers 


Fall  and  winter  pears — Anjou,  Bosc,  Cornice,  Hardy  and 
Winter  Nelis  varieties  delivered  for  consumption, in 
fresh  form 

Handler — person  packing  or  distributing  fall  and  winter 
pears 


Authorized  Provisions 


Advertising  and  sales  promotion 

Minimum  grade  and  size,  and  container  regulations 
Mandatory  inspection  and  certification 

Quantity  control  (limitation,  by  periods,  on  marketings) 


Advisory  Board 
Membership : 

Term: 
Quorum: 

Action  requires : 
Special  duties: 


10  consisting  of  5  producers  (from  2  districts)  and  5  handlers 

2  years  (beginning  June  1  in  even -numbered  years) 
6 

Approval  by  6  members 


Cooperation  with  agencies  administering  other  marketing 
control  programs  affecting  pears 
Supplemental  committees:  None 


Scope  of  Operations 
Seasons  in  operation: 
Related  programs: 


Exempt  from  control 
Administration : 


Continuously  beginning  with  l9lt-l 

Three  state  marketing  orders  apply  (as  of  August  15,  I962) 
to  Bartlett  pears  and  two  to  other  varieties. 

One  federal  order  relates  to  Pacific  Coast  fresh  winter 
pears  and  one  to  California  fresh  Bartlett  pears. 

A  separate  state  marketing  order  for  fresh  Hardy  pears 
was  operated  in  I939  and  1940.    This  order  was  terminated 
in  August  1941  when  Hardy  pears  were  added  to  the  vaxie- 
ties  covered  by  the  Fresh  Fall  and  Winter  Pear  Marketing 
Order. 

Individual  gift  packages  ' 
Common  management  for  all  state  orders  for  winter  pears 
(three  vintil  6/62,  two  thereafter) 


Program  Expenditures  (dollars) 


Item 

1958-59 

1959-60 

I96O-6I 

Average 

Promotion 
Research 
Inspection 
Administration 

15,8^ 
0 

1,025 
2,728 

0 

3,278 

22,2m 
0 

1,186 
k,hlk 

22,200 
0 

1,108 

3,k9h 

Total 

19,599 

33,085 

27.901 

26,862 
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CALIPORmA  MARKETTIHG  ORDER  FOR  CAIHTIMG  HARK"  PEAR  PROMOTION 


Legislative  authority:  California  Marketing  Act  of  1937 
Effective  date:  July  11,  1955 

Program  amendments:  None 


General  Provisions 
Area  of  application: 
Applicable  to: 
Marketing  season: 

Mftxi.rmmi  assessment: 


Entire  state 
Producers  only 
July  1-June  30 

$1.00  per  ton  levied  on  producers 

NOTE:    The  assessment  may  not  exceed  the  rate  set  for 
advertising  canning  Baxtlett  pears. 


Special  definitions:  None 


Authorized  Provisions 

Advertising  and  sales  promotion  (including  market  development) 
Production,  processing,  and  marketing  research 

Advisory  Board 

Membership:  7  consisting  of  5  producers  (from  2  districts)  and  2 

canners 


Term: 
Quorum: 

Action  requires: 


1  year  (June  1-May  31 ) 
k  (including  at  least  3 

2  vacancies) 
Approval  by  k  (at  least 


Special  duties:  None 
Supplemental  committees: 


None 


producers;  no  action  if  over 
3  producers) 


Scope  of  Operations 

Seasons  in  operation:      Continuously  beginning  with  1955 

Related  programs:  Three  state  marketing  orders  apply  (as  of  August  15,  1962) 

to  Bartlett  pears  and  two  to  other  varieties. 

One  federal  order  relates  to  Pacific  Coast  fresh  winter 
pears  and  one  to  California  fresh  Bartlett  pears. 

This  order  supplemented  (until  6/62)  the  state  marketing 
program  for  Canning  Bartlett  Pears  in  promoting  the 
sale  of  California  Fruit  Cocktail  through  the  Cling 
Peach  order. 


Administration;  Common  management  for  all  state  orders  for  winter  pears 

(three      until  6/62,  two  thereafter) 

Termination  date:  Jvine  30,  1962  (Replaced  by  new  order  for  Canning  Hardy 

Pears ) 


Program  Expenditures  (dollars) 


Item 

1958-59 

1959-60 

196O-6I 

Average 

E^omotlon 

14,151 

15,  000 

9,600 

12,917 

Research 

0 

0 

680 

227 

Inspection 

0 

0 

0 

0 

Admini  st  rat  ion 

2,562 

3,139 

3,ha6 

3,062 

Total 

16,713 

18,139 

13,766 

16,206 
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CALIFORNIA  MARKETING  ORDER  FOE  CANNING  HARDY  PEARS 


Legislative  authority: 
Effective  date: 
Program  amendments : 

General  Provisions 
Area  of  application: 
Applicable  to: 
Marketing  season: 

Maximum  assessment : 


Special  definitions: 


Authorized  Provisions 


California  Marketing  Act  of  1937 

June  1,  1962    (as  new  order;  see  below) 

None 


Entire  state 
Producers  and  caimers 
July  1-June  30 


$1.25  per  ton  for  advertising  levied  on  producers 
only,  and  2  l/2^  of  gross  sales  value  for  other 
purposes  levied  equally  on  producers  and  canners 

Canning — preservation  of  canned  pears  or  canned  pear 
products  including  pear  juice  and  nectars 


Advertising  and  sales  promotion  (including  market  development) 
Production,  processing,  and  marketing  research 
Minimum  grade  and  quality  (but  not  size)  regulations 
Mandatory  inspection  and  certification 


Advisory  Board 
Membership : 

Term: 
Quorum: 

Action  requires: 


10  consisting  of  5  producers  and  5  canners 

2  years  (beginning  June  1  of  even -numbered  years) 
Majority  of  board  (no  action  if  over  2  vacancies) 
Approval  by  majority  vote  of  members  present  except  that 
any  action  on  advertising  requires  the  affirmative  vote 
of  3  producer  members  and  any  action  on  grade  regiolation 
requires  the  affirmative  vote  of  3  producer  and  3  canner 
members . 


Special  duties:  None 
Supplemental  committees ; 

Scope  of  Operations 
Seasons  in  operation: 
Related  programs : 


None 


Administration : 


Beginning  in  I962  (see  below) 
Three  state  orders  apply  (as  of  August  I5,  1962)  to 

Bartlett  pears  and  two  to  other  varieties. 
One  federal  order  relates  to  Pacific  Coast  fresh  winter 

pears  and  one  to  California  fresh  Bartlett  pears. 
This  order  replaces  the  state  orders  for  Canning  Hardy 

Pear  Promotion  and  for  Canning  Fall  and  Winter  Pears - 

see  prior  pages. 

Common  management  with  state  order  for  Fresh  Fall  and 
Winter  Pears 
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CALinORNIA  MARKETiriG  ORDER  K)R  FRESH  PLUMS 


Legislative  authority: 
Effective  date: 
Program  amendments: 

General  Provisions 
Area  of  application: 
Applicable  to: 
Marketing  season: 

Maximum  assessment : 


Special  definitions: 


California  Marketing  Act  of  1937 
April  25,  1950 

Minor— 5/10/56,  II/30/61,  Vl/62 


Entire  state 
Producers  and  handlers 
February  1 -January  31 

6  1/2^  of  gross  sales  value  levied  equally  on 
producers  and  handlers 

Distributor — person  (other  than  retailer)  marketing 
plums  for  fresh  consumption  within  the  state 

Packer-shipper- -person  preparing  for  market  or 
marketing  plums 

Handler — distributor  or  packer- shipper 

Terminal  market  receiver — distributor  located  in  a 
terminal  market  in  California 


Authorized  Provisions 

Advertising  and  sales  promotion 

Production,  packing,  and  marketing  research  and  survey  studies 
Minimum  grade,  size,  maturity,  and  pack  regulations  (by  variety) 
Mandatory  inspection  and  certification 


Advisory  Board 
Membership : 


Term: 
Quorum: 

Action  requires; 


11  consisting  of  7  producers  (from  3  districts)  and 
k  handlers  (2  packer- shippers,  2  terminal  market 
receivers ) 

2  years  (beginning  February  1  of  even-numbered  years) 

5  producers  and  2  handlers 

Approval  by  majority  of  members  present 


Special  duties:  None 
Supplemental  committees:  None 


Scope  of  Operations 

Seasons  in  operation:      Continuously  beginning  with  1950 

Related  programs:  Interstate  shipments  of  plums  are  covered  by  a  federal 

marketing  program  (California  Deciduous  Tree  Fruits), 
first  adopted  in  October  1933  and  operated  for  plums 
in  193^,  1936,  1937,  and  in  almost  all  seasons 
starting  with  1939 

Administration:  Common  management  with  state  order  for  Fresh  Peaches 


Program  Escpendltures  (dollars) 


Item 

1958-59 

1959-60 

196O-61 

Average 

E^motion 
Research 
Inspection 
Admini  st  rat  ion 

10,765 
0 

9,997 
19,606 

8,795 
0 

10,128 
19, 575 

10,897 
125 

11, 5h9 
17,027 

10,152 
k2 

10,558 
18,736 

Total 

i^0,368 

38,^4-98 

39,598 

39,488 
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CALIFORNIA  MARKETING  ORDER  FOR  DELTA  WHITE  POTATOES 


Legislative  authority: 
Effective  date: 
Program  amendments: 

General  Provisions 
Area  of  application: 
Applicable  to: 
Marketing  season: 

Maximum  assessment: 

Special  definitions: 


California  Marketing  Act  of  1937 
August  12,  1953 
Mlnor--8/lO/55,  5/T/56 


Parts  of  Contra  Costa  and  San  Joaquin  counties 
Producers  and  handlers 

July  l-December  3I  (Fiscal  year:    May  1-April  30) 


10  cents  per  ton  prepared  for  market  levied  on  producers 

Handler  (or  shipper )- -person  preparing  potatoes  for 
maiket 

Delta  White  Potatoes — all  white  skin  potatoes  produced 
vithin  the  area 


Authorized  Provisions 


Advertising  and  sales  promotion 
Distribution  research  and  survey  studies 
Minimum  grade,  size,  and  maturity  regulations 
Mandatory  inspection  and  certification 

Quantity  control  (limitation,  by  periods,  on  harvesting,  packing  and 
marketing) 


Advisory  Board 
Membership: 

Term: 
Quorum: 

Action  requires; 


3  handlers  and  all  producers  of  record  at  time  of  appointment 

1  year  (May  1-April  30 ) 
Majority  (no  action  if  over  10  vacancies) 
Approval  by  majority  of  members  present 


Special  duties:  None 
Supplemental  committees; 

Scope  of  Operations 
Seasons  in  operation: 
Related  programs: 


None 


Continuously  dxiring  I953-I96O;  now  inactive 

A  prior  state  marketing  order  for  Irish  potatoes 

(applicable  to  ICern  County)  was  operated  in  1939- 
The  federal  marketing  program  for  Oregon-California 
potatoes  included  Irish  potatoes  from  Modoc  and 
Siskiyou  coimties  and  operated  in  I9U2  and  con- 
tinuously beginning  with  19^8. 


Program  Expenditures  (dollars ) 


Item 

1958-59 

1959_60 

196O-6I 

Average 

Promotion 

500 

0 

0 

i6t 

Research 

0 

0 

0 

0 

Inspection 

0 

0 

0 

0 

Administration 

1^,131 

3,807 

0 

2,61^6 

Total 

i^;63i 

3,807 

0 

2,813 
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CALIFORNIA  MARKETING  ORDER  FOR  LONG  WHITE  POTATOES 


Legislative  authority: 
Effective  date: 
Program  amendments: 


California  Marketing  Act  of  1937 

November  l6,  I953 

12/20/55 

Minor— 1/29/55,  IO/1/56 


General  Provisions 
Area  of  application: 

Applicable  to: 
Marketing  season: 
Maximum  assessment: 


Madera,  Fresno,  iCings,  Tulare,  Inyo,  Kern,  Riverside 
and  San  Bernardino  counties  and  parts  of  Los  Angeles 
County 

Producers  and  handlers;  applied  separately  for  fresh 

table  use  and  for  processing 
January  1-December  3I 

ho  cents  per  ton  plus  inspection  costs  levied  on  pro- 
ducers 

NOTE:    Different  rates  may  be  set  on  potatoes  for  fresh 
use,  potatoes  for  use  by  processors,  and  potatoes  used 
for  other  purposes. 

Handler  (or  packer )- -person  preparing  for  market  or 

marketing  potatoes 
Processor— person  canning,  freezing,  or  otherwise  pre- 
serving potatoes  or  making  any  substantial  change  in 
form  of  potatoes 

Authorized  Provisions 

Advertising  and  sales  promotion 

Production,  packing,  and  marketing  research  and  survey  studies 

Minimum  grade,  size,  and  maturity  regulations  (separately  for  fresh  use  and  process 
Mandatory  Inspection  and  certification 


Special  definitions: 


Advisory  Board 
Membership: 


Term: 
Quorum : 

Action  requires: 


19  consisting  of  16  producers  (from  k  districts)  and 
3  handlers  (from  2  districts) 

1  year  (November  1-October  31) 

ih  (no  action  If  over  5  vacancies) 

Approval  by  10  members 


Special  duties:  None 
Supplemental  committees: 

Scope  of  Operations 
Seasons  in  operation: 
Related  programs: 


None 


Continuously  during  I954-I960 

A  prior  state  marketing  order  for  Irish  potatoes 

(applicable  to  Kern  County)  was  operated  In  1939. 
The  federal  marketing  program  for  Oregon-California 
potatoes  Included  Irish  potatoes  from  Modoc  and 
Siskiyou  counties  and  was  operated  in  19^2  and  con- 
tinuously beginning  with  1948. 

Exemption  from  control:  Potatoes  produced,  sold,  and  utilized  for  seed  purposes 
Termination  date:  December  3I,  I96O 

NOTE:    Research  will  continue  for  about  two  years  longer 
under  a  contract  negotiated  by  the  Board. 

Program  Expenditures  (dollars) 


Item 


E^omotlon 
Research 
Inspection 
Administration 


Total 


1958-59 


28, 794 
24,930 
0 

33,747 
87,471 


1959-60 


1,677 
4,120 
0 

34,370 


4o, 167 


1960-61 


0 
0 
0 

5,967 

5,967 


Average 


10,157 
9,683 
0 

24,695 
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CALIFORNIA  MARICEfflWG  FROGRAM  FOR  POULTRY  PROIIOTION 


Legislative  authority:  California  Poultry  Production  Council  Law 
Effective  date:  Not  activated— see  note  at  tottom  of  page 

Program  amendments :  None 


General  Provisions 
Area  of  application: 
Applicable  to : 
Marketing  season: 

Statutory  assessment: 


Special  definitions: 


Entire  state 
Producers  only 
Not  specified 

A  sura  equal  to  the  amount  that  would  he  raised  if  the  rate  were 
1  cent  per  100  poxinds  of  poultry  feed  used  in  the  state.  The 
actual  assessment  may  he  based  on  quantities  of  feed  used,  or 
on  quantities  of  eggs,  poultry,  and  poultiy  products  marketed 
or  on  other  economic  and  equitable  means.  ^ 

Producer- -person  producing  eggs,  poultry  and  poultry  products, 

breeding  poultry,  or  operating  a  poultry  hatchery 
Poultry — chickens  only  I 
Poialtry  products — chickens,  chicken  parts,  and  chicken  eggs 

Authorized  Provisions  I 

Programs  of  education,  research,  or  public  information  (to  increase  consiamption 
of  California  poultry,  eggs,  and  povatry  products;  to  study  production,  pro- 
cessing, and  marketing  methods;  to  gather  and  disseminate  information) 
Adoption  of  a  distinctive  seal,  label,  or  marking  for  use  as  a  sales  promotion 
media  in  designating  California  poultry,  eggs,  and  poultry  products 

Poviltiy  Promotion  Council 
Membership:  21  producers 

NOTE:    Members  are  selected  to  represent  all  segments  of  the  industry 

and  different  geographic  areas.    A  member  may  not  serve  more  than 

two  consecutive  terras. 


Term: 

Quorum: 

Action  requires 


3  years  (annual  appointment  on  a  staggered  basis) 
Majority  of  members 

Approval  by  majority  of  members  present 


Special  duties: 
Compensation : 


To  cooperate  v/lth  other  agencies  (national,  state,  or  local; 

volimtary  or  created  by  law)  engaged  in  similar  activities 
$10.00  per  day  (limited  to  10  and  5  days  per  month,  respectively 
for  Clmirman  and  other  members  of  Executive  Committee  and  to  20 
days  per  year  for  other  Council  members) 
Supplemental  committees:    Executive  Committee  (Chairman,  Vice-Chairman,  and  5  other 

council  members 


Scope  of  Operations 

Seasons  in  operation:  None 

Related  programs:  State  marketing  orders  for  Turkey  Promotion  and  for  Poultry  and 

Turkey  Improvement 

NOTE:    This  law  (adopted  1st  Ex.  Sess.  1958)  was  to  have  taken  effect  when  approved  (on 
ballots  mailed  by  the  Director  of  Agricxilture)  by  51  percent  of  prxjducers.    It  expired 
on  January  31,  I961  because  such  approval  was  not  given  by  that  date.    If  the  program 
had  been  activated,  it  would  have  remained  in  effect  \antil  October  1,  1965.  The 
Director  vras  to  have  administered  and  enforced  the  programs.    The  Council's  duties 
were  merely  advisory,  except  as  delegated  by  the  Director. 
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CALIK)RNIA  MAEKETING  AGREEMEMT  FOR  POULTRY  AND  TURKEY  IMPROVEMETn? 


Legislative  authority: 
Effective  date: 


California  Marketing  Act  of  193? 
October  1,  1955  (as  single  agreement;  see  below) 


Program  amendments:         Minor— 3/l/57,  3/l/58,  12/l/53,  3/10/61,  3/25/61,  3/10/62 


General  Provisions 
Area  of  application: 
Applicable  to: 

Marketing  season: 

Maximum  assessments: 


Entire  state 

Signatories  of  agreement  (flock  ovmers,  breeders,  hatcherymen, 

and  sales  agencies) 
July  1-June  30 

11  cents  per  bird  tested  for  pullorum-typhold  and  certification, 
6  cents  per  tube  agglutination  test,  0.1  cent  per  hatching 
egg  set,  and  k  cents  per  bird  selected  to  comply  with  the 
breeding  phases  of  the  program 


Special  definitions:       Ilock  owner — person  maintaining  chickens  or  turkeys  for 

producing  eggs  for  hatchery  purposes 
Breeder- -person  primarily  interested  in  producing  improved 

strains  of  chickens,  turkeys,  or  eggs 
Hatcheiyman— person  hatching  baby  chickens  or  turkey  poults 
Sales  agency- -person  acquiring  hatching  eggs,  baby  chicks, 

or  baby  turkeys  for  resale 

Authorized  Provisions 

Inspection  for  certification  as  to  degree  of  presence  of  disease 
Control  or  eradication  of  pullorum  disease  and  fowl  typhoid  in  flocks 
Specification  of  acceptable  sanitary  conditions  and  various  operations 

Advisory  Board 

Membership:  12  consisting  of  6  from  the  chicken  industry  (3  flock  owners  and 

3  hatcherymen)  and  6  from  the  turkey  industry  (3  flock  owners, 
2  hatcherymen,  1  egg  sales  agency) 
NOTE:    A  member  can  represent  only  the  industry  of  his  principal 
occupation.    Four  of  the  turkey  representatives  must  participate 
in  the  breeding  phases  of  the  agreement. 


Term: 
Quo  mm: 

Action  requires! 


2  years  (beginning  July  1  of  odd-numbered  years) 
7 

Approval  by  majority  of  members  present  except  that  action  dealing 
solely  with  either  chickens  or  turkeys  requires  the  affirmative 
vote  of  k  members  representing  that  industry 


Special  duties :  Cooperation  with  National  Poultry  and  Turkey  Improvement  Plans 
Supplemental  committees:  None 


Continuously  beginning  with  I955  (under  combined  program) 
Separate  state  marketing  agreements  for  poultry  Improvement 
and  for  turkey  improvement  were  adopted  in  June  19^1.5  and 
in  September  19^7.    These  were  operated  continuously 
until  replaced  by  the  single  agreement  adopted  in  1955. 
See  also  state  order  for  Turkey  Promotion. 


Program  Expenditures  (dollars) 


Item 

1958-59 

1959-60 

1960-61 

Average 

Promotion 
Research 
Inspection* 
Administration 

0 

0 

113,800 
55,390 

0 
0 

104,218 
60, 018 

0 
0 

133,587 
70, 549 

0 
0 

117, 201 
61,986 

Total 

169,190 

164,236 

204,136 

179,187 

*  Expenditures  are  for  "service"  relating  to  disease  control  and  inspection  activities 


Scope  of  Operations 
Seasons  in  operation: 
Related  programs : 
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CALIFORNIA  MARKETING  ORDER  FOR  DRIED  PRUNES 


Legislative  authority: 
Effective  date: 
Program  amendments: 


GenerEa  Provisions 
Area  of  application: 
Applicable  to: 
Marketing  season: 

Majdmum  assessment: 


Special  definitions: 


California  Marketing  Act  of  I937 
August  25,  1947 

1/1/52  (extended  order  to  include  producers) 
Minor-9/8/l)6,  3/l6/54,  1/26/62 


Entire  state 

Producers  and  processors;  excludes  sulfur-bleached  prunes 
August  1-July  31 

$2.00  per  ton  levied  on  producers  and  dehydrators  and  $2.00  per 
ton  levied  on  processors 

Prunes— fully  sun-dried  or  artificially  dehydrated  pliuns  except 

sulfur-bleached  prunes 
Dehydrator — person  producing  natural  condition  prunes  by  sun- 

dxying  or  artificial  heat 
Processor — person  preparing  sun-dried  or  artificially  dehydrated 

piTines  for  market 


Authorized  Provisions 


Advertising  and  sales  promotion 

Production,  processing,  and  marketing  research  and  survey  studies 


Advisory  Board 
Membership : 


Tern: 
Quorum: 

Action  requires: 


$1  consisting  of  ik  producers  (from  7  districts)  and  7  processors 
NOTE:    Coop  and  non-coop  representation  is  on  basis  of  tonnage. 

Three  classes  of  independent  processors,  by  tonnage  processed,  are 

established  for  proportional  representation. 

2  years  (beginning  June  1  of  even-numbered  years) 

11 

Approval  by  majority  of  members  present  except  that  action  on 
(assessment,  budget,  advertising  and  sales  promotion  plans,  or 
research  project)  requires  17  affirmative  votes 

NOTE:    The  Board  may  not  recommend  assessments  above  the  rates  approved 
for  producers  and  dehydrators  by  11  or  more  producer  members  or*  the 
rates  approved  for  processors  by  5  or  more  processor  members. 


Special  duties :  None 
Supplemental  committees: 

Scope  of  Operations 
Seasons  in  operation: 
Related  programs: 


None 


Administration : 


Continuously  beginning  with  19^7 

Interstate  shipments  of  dried  prunes  are  covered  by  a  federal 
marketing  program,  operated  in  1934  and  continuously  beginning 
with  1949. 

A  prior  state  marketing  order  (advertising,  grading  and  inspection 
of  producer  deliveries,  and  volume  control)  was  operated  in 
1937-19^1  and  1947-1951-  [ 

The  state  and  federal  orders  are  operated  separately  except  that 
board  membership  may  overlap  and  a  common  manager  is  employed. 


.Program  Expenditures  (dollars) 


Item 

1958-59 

1959-60 

1960-61 

Average 

Promotion 
Research 
Inspection 
Admlni  st  rat  ion 

383,^1 
8,511 
0 

38,241 

432,959 
9,151 
0 

40,926 

ii-23,782 
20,778 
0 

49,220 

413,407 
12,813 
0 

42,796 

Total 

430,233 

483,036 

493,780 

469,016 
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CALIFORNIA  MARHETING  ORDER  FOR  RAISINS 


Legislative  authority: 
Effective  date: 
Program  amendments: 

General  Provisions 
Area  of  application: 
Applicable  to: 

Marketing  season: 

Maximim  assessment: 


Special  definitions: 


California  Marketing  Act  of  1937 
June  2Q,  19k9 

10/17/51  (extended  to  include  producers),  7/22/58 
Minor— V20/57,  12/1/60 

Entire  state 

Producers  and  processors;  natural  condition  and 

processed  raisins 
September  1 -August  3I 

$2.50  per  ton  levied  on  producers  and  $2.50  per  ton 
levied  on  processors 

Raisins--grapes  or  currents  from  which  part  of  the 
natural  moisture  is  removed  by  sun-drying  or  artifi- 
cial dehydration,  including  bleached  raisins  and 
golden  bleached  raisins 

Producer— person  preparing  natural  condition  raisins 
for  market 

Processor  (or  packer)--person  preparing  raisins  for 
marketing 


Authorized  Provisions 

Advertising  and  sales  promotion 

Production,  processing,  and  marketing  research 


Advisory  Board 
Membership : 


Term: 
Quorum: 

Action  requires 


Ik  consisting  of  7  producers  (from  7  districts)  and 
7  processors  (l  coop,  6  indep) 

2  years  (beginning  June  1  of  odd-numbered  years) 

Approval  by  majority  of  members  present  except  that  the 
establishment  of  assessment  rates  requires  the  affirmative 
vote  of  h  producer  and  k  processor  members 


Special  duties:  None 
Supplemental  committees; 

Scope  of  Operations 
Seasons  in  operation: 
Related  programs : 


None 


Administration : 


Continuously  beginning  with  I949 

Interstate  shipments  of  raisins  are  covered  by  a 

federal  marketing  program,  operated  in  1934,  1949 

and  continuously  beginning  with  I95I. 
A  prior  state  marketing  order  (advertising,  volume 

control,  and  quality  restrictions)  was  operated  in 

1938-1940. 

The  state  and  federal  orders  are  operated  separately 
except  that  board  membership  may  overlap. 


Item 

1958-59 

1959-60 

1960-61 

Average 

Promotion 
Research 
Inspection 
Administration 

435,^9 
37,084 
0 

39,^78 

663,649 
35,998 
0 

36,614 

910,434 

26,969 
0 

42,989 

669,557 
33,350 

39,69? 

Total 

512,051 

736,261 

950,392 

742,901 
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CALIK)RNIA  MARKETING  ORDER  FOR  roOCESSIMJ  STRAWBERRIES 


Legislative  authority:    Caaifomia  Marketing  Act  of  I937 


Effective  date: 
Program  amendments: 

General  Provisions 
Area  of  application: 
Applicable  to: 
Marketing  season: 

Majclmum  assessment: 

Special  definitions: 

Authorized.  Provisions 


July  7,  i960 
6/1/61,  1/1/62,  7/31/62 


Entire  state 
Processors  only 
January  1 -December  31 


1  cent  per  crate  (of  ik-  pounds)  levied  on  processors 

Processor — person  treating  strawberries  by  heat  or 
freezing 


Minimum  grade  regiilations  (for  fresh  strawberries  used  for  processing) 
Mandatory  inspection  and  certification 

Posting  and  filing  of  acquisition  prices  and  price  terms  of  strawberries 
for  processing  (added  June  I961) 


Advisory  Board 
Membership: 

Term: 

Quorum: 

Action  requires : 


7  processors  (including  at  least  1  preserver) 
1  year 

5  (no  action  if  over  2  vacancies) 
Approval  by  h  members 


Special  duties:  None 

Supplemental  committees:    Grade  standards  committee  (of  7  producers  of 

strawberries  used  for  processing) 


Scope  of  Operations 
Seasons  in  operation: 
Related  programs : 


Administration : 


Continuously  beginning  with  196O 
The  state  order  for  Strawberry  Promotion  provides  for 
advertising  and  research  (see  next  page). 

Common  management  with  state  order  for  Olallie  Berries 


Program  Expenditures  (dollars) 


Item 

I96O-6I 

Promotion 
Research 
Inspection 
Administration 

0 
0 
0 

31,739 

Total 

31,739 
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CALIFORNIA  MARKETING  ORDER  FOR  STRAWBERRY  EROtlOTION 


Legislative  authority: 
Effective  date: 
Program  amendments: 

General  Provisions 
Area  of  application: 
Applicable  to: 


Marketing  season: 


Maximum  assessment: 


California  Marketing  Act  of  I937 
July  7,  1955 
Minor— 11/1/59 


Entire  state 

Producers,  processors,  and  shippers;  all  strawberries 
prepared  for  market  within  California  except  those 
marketed  for  fresh  consumption  within  the  state 

January  l-Decemher  3I 

1  cent  per  crate  (of  ik  pounds)  on  fresh  shipments  and 
on  deliveries  to  processors  levied  equally  on  pro- 
ducers and  handlers 


Special  definitions: 


Processor--person  preparing  strawberries  for  marketing 
in  any  form  except  for  fresh  consumption 

Shipper- -person  preparing  strawberries  for  fresh 
consumption  outside  the  state 

Handler — processor  or  shipper 


Authorized  Provisions 


Advertising  and  sales  promotion 

Production,  processing,  and  marketing  research  and  survey  studies 
NOTE:    The  order  specifically  prohibits  the  use  of  quantitative  restrictions 
"upon  the  deliveries,  processing,  or  shipping  of  strawberries." 


Advisory  Board 
Membership : 


Term: 
Quorum: 

Action  requires : 


18  consisting  of  8  producers  (from  7  districts), 
5  processors,  and  5  shippers 

1  year 

5  producers,  3  processors,  and  3  shippers 
Approval  by  majority  of  members  present  except  that  any 
major  action  (assessment,  budget,  advertising  and  sales 
promotion  plan,  or  research  project)  requires  approval 
by  5  producers,  3  processors,  and  3  shipper  members 


Special  duties:  None 
Supplemental  committees: 


None 


Scope  of  Operations 

Seasons  in  operation:      Continuously  beginning  with  I955 

Related  programs:  The  marketing  order  for  p2X)cessing  strawberries 

provides  for  minimum  grades  and  mandatory  Inspection 

(see  preceding  page). 


Program  Expenditures  (dollars) 


Item 

1958-59 

1959-60 

1960-61 

Average 

Promotion 
Research 
Inspection 
Administration 

7,000 
0 

ko,  310 

44,626 

9,000 

0 

41,721 

i^9,722 
9,592 
0 

43,730 

47,877 
8,531 
0 

41,920 

Total 

96,  594 

95,347 

103, Okk 

98,325 
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CALIFORNIA  MARKETING  ORDER  FOR  FRESH  GREEN  TOMATOES 


Legislative  authority: 
Effective  date: 
Program  amendments : 

General  Provisions 
Area  of  application: 
Applicable  to: 
Marketing  season: 


California  Marketing  Act  of  1937 

September  I5,  196O 

8/15/61 


Maximum  assessment : 
Special  definitions: 


Entire  state 
Handlers  only- 
September  1-December  15  (Fiscal  year:    September  1- 
August  31) 

10  cents  per  ton  levied  on  handlers  j 

Green  tomatoes — fresh  tomatoes  produced  in  California 

and  handled  as  mature  green  tomatoes 
Handler — person  preparing  for  market  and  marketing 
fresh  green  tomatoes 

Authorized  Provisions 

Packing  and  marketing  research  and  survey  studies 
Minimum  pack  and  wrap  regulations 
NOTE:    Major  .amendment  now  pending  (August  I5,  1962),if  approved,  will 
establish  container  regviations.    The  public  hearing  was  held  on  July 
9,  1962  and  the  deadline  for  return  of  assents  was  set  for  September  9. 


Advisory  Board 
Membership : 

Term: 
Quorum: 

Action  requires: 


7  handlers 

1  year  (September  1 -August  31) 
k  (no  action  if  over  2  vacancies) 
Approval  by  k  members  for  all  recommendations  to  Director 


Special  duties:  None 
Supplemental  committees; 

Scope  of  Operations 
Seasons  in  operation: 
Related  programs: 


None 


Adiainistration : 


Continuous  beginning  with  i960 
Two  prior  state  marketing  orders  (applicable 

seperately  to  Prorate  Zones  No.  1  and  No. 2)  were 

operated  in  193h  and  in  1936-19^2. 

Common  management  with  state  order  for  Summer  Head 
Lettuce 


Program  Expenditures  (dollars) 


Item 

196O-6I 

Promotion 

0 

Research 

0 

Inspection 

0 

Adminiatration 

5,702 

Total 

5,702 
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CALIIORNIA  MAEKETIWG  ORDER  FOR  TURKEY  PEO^DTION 


Legislative  authority:    California  Marketing  Act  of  1937 


Effective  date: 
Program  amendments; 


General  Provisions 
Area  of  application: 
Applicable  to: 
Marketing  season: 

Maximum  assessment: 


Special  definitions: 


July  9,  1952 
Vl/56 

Minor— 12/5/58,  3/l0/59,  IO/17/61 


Entire  state 

Producers  only 

March  1 -February  28  (29) 

1  cent  per  turkey  I8  weeks  or  less  in  age  vhen 
marketed  and  2  cents  per  turkey  over  I8  veeks  in 
age  levied  on  producers 

Processor  (or  packer) --person  commercially  preparing 
turkeys  for  market 


Authorized  Provisions 

Advertising,  market  development,  and  sales  promotion  (of  turkeys  for 
meat  purposes) 


Advisory  Board 
Membership : 


Tenn: 
Quorum: 

Action  requires: 


9  producers  (from  6  districts) 

NOTE:    At  least  6  members  must  be  persons  whose  principal 
activity  in  the  turkey  industry  is  in  the  raising  and 
care  of  turkeys  for  commercial  purposes. 

2  years  (beginning  March  1  of  odd-numbered  years) 
7 

Approval  by  5  members 


Special  duties:  None 
Supplemental  committees:  None 


Scope  of  Operations 

Seasons  in  operation:      Continuously  beginning  with  1952 
Related  programs:  See  also  state  marketing  agreement  for  Poultry  and 

Turkey  Improvement 


Program  Expenditures  (dollars) 


Item 

1958-59 

1959-60 

I96O-6I 

Average 

Promotion 
Research 
Inspection 
A.dmini  st  rat  ion 

216,376 
0 
0 

37,3^1 

212,ij^32 
0 
0 

32,820 

259,150 
0 
0 

36,786 

229,336 
0 
0 

35,6^49 

Total 

253,717 

2k3, 302 

295,936 

26^4,985 
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CALIFORNIA  MARKETING  ORDER  FOR  WINE 


Legislative  authority! 
Effective  date: 
Program  amendments: 


Genei-al  Provisions 
Area  of  application: 
Applicable  to: 
Marketing  season: 

Maximum  assessment: 


Special  definitions: 


California  Marketing  Act  of  1937 
October  2h,  I938 

h/io/ko.  9/lM,  S/yUk,  9/1/hQ,  7/1/51, 

7/9/54,  7/1/57.  7/1/60,  6/15/61  . 
Minor--3/l5/50,  8/15/55 


Entire  state 
Processors  only- 
July  1-June  30 


2  cents  per  gallon  (prepared  for  market)  on  dessert 
wine  and  1  cent  per  gallon  on  table  wine  levied  on 
pro ces sore  ^ 

Wine — product  obtained  by  fennentation  of  grape  must 

of  0.05  to  2k  percent  alcohol  by  volume 
Dessert  wine — wine  of  over  ik  percent  alcohol  content 
Table  wine—wine  of  ik  percent  or  less  alcohol  content 
Processor — person  changing  the  form  of  grapes  into 
wine  for  the  purpose  of  preparing  wine  for  market 


Authorized  Provisions 

Advertising  and  sales  promotion 

Production,  processing,  and  marketing  research  and  survey  studies 


Advisory  Board 
Ifembership : 


Term: 
Quorum: 

Action  requires: 


Special  duties: 


21  processors 

NOTE:    Members  are  selected  to  represent  different  types 
and  Volumes  processed 

3  years  (to  June  30,  I963  and  every  third  year  thereafter) 
11 

Approval  by  11  members.   ^If  less  than  2/3  of  the  members 
present  approve  of  the  action,  then  the  minority  can 
submit  a  separate  report  of  its  position  to  the  Director. 


Cooperation  with  other  programs  for  meurketing  California 
grapes  and  grape  products 
Supplemental  conmittees:  None 


Scope  of  Operations 
Seasons  in  operation: 
Related  programs: 


Continuously  beginning  with  1938 

A  Processor's  state  marketing  order  for  wine  (volime 
control  and  regulation  of  marketing  of  inmature 
wine)  was  operated  in  19149-1951.  | 

A  federal  order  for  California  Grapes  for  Crushing 
was  issued  in  August  I961. 


Referendum  required:       Every  three  years  (present  termination  date:  June  30,1963) 


Item 

1958-59 

1959-60 

I96O-6I 

Average 

Promotion 
Research 
Inspection 
Administration 

2,136,312 

155,20i^ 
0 

87,187 

2,06l,19i^ 

210,  522 
0 

86,966 

l,72ti,b70 

263,503 
0 

100,811 

1,975,  ifr59 

209,7l^3 
0 

91,654 

Total 

2,378,703 

2,358,682 

2,093,184 

2,276,856 
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Programs  established  under  federal  legislation 


FEDEEIAL  MARKETING  PROGRAM  FOR  CALIFORNIA  ALM3NDS 


Marketing  order: 
Marketing  agreement: 
Effective  date: 
Program  amendments : 

General  Provisions 
Producing  area: 
Applicable  to: 

Crop  year: 

Special  definitions : 


No.  981  (formerly  No.  9) 
No.  119 

August  h,  1950 
7/1/57,  10/26/57 


California 

All  sales  except  those  by  a  producer  to  a  handler 

within  producing  area 
July  1-June  30 


Almonds — all  varieties  in  either  shelled  or  unshelled 
form 

Handler — person  (other  than  common  carrier)  putting 
almonds  into  channels  of  trade  within  the  producing 
area  or  from  such  area  to  points  outside,  except  a 
grower  selling  almonds  of  his  own  production  at 
retail  at  a  roadside  stand  operated  by  him 


Authorized  Provisions 

Mandatory  inspection  and  certification 

Volume  controls  (establishment  of  saleable  percentage  and  disposition 
of  surplus) 


Control  Board 
Membership : 


Term: 
Quorum: 

Action  requires ; 


10  consisting  of  5  producers  (2  coop,  2  indep,  1  from 
majority  group  for  the  ciirrent  crop  year)  and  5 
handlers  (2  coop,  2  indep,  1  from  majority  group 
for  the  current  crop  year) 

1  year  (beginning  on  Tuesday  following  second  Monday 

in  June) 
6  members 

Majority  of  members  present 


Special  duties :  None 
Compensation :  None 
Supplemental  committees:  None 

Scope  of  Operations 

Seasons  in  operation:  Continuouflly  beginning  with  1951 

NOTE:    In  addition,  the  program  was  used  for  data 
collection  only  in  1950. 
Related  programs:  None 


Exempt  from  control:    Interhandler  transfers 
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EEDERAL  MARKETItJG  PROGRAM  FOR  CALIFORNIA  DATES 


No.  987  (formerly  No.  103 ) 

No.  127 

July  15,  1955 

9/9/58 


Riverside,  Orange,  and  Los  Angeles  counties  and  part 

of  San  Bernardino  County 
All  shipments  except  by  producer  to  handler  (within 

the  area  of  production) 
August  1-July  31 

Dates — Deglet  Noor,  Zahidi,  and  Khadrawy 
Handler — person  (other  than  common  carrier)  putting 
dates  into  channels  of  distribution,  except  for 
sales  or  deliveries  by  producers  within  the  producing 
area 

Authorized  Provisions 

Research  in  marketing 

Minimum  grade,  size,  quality,  and  container  regulations 
Mandatory  inspection  and  certification 

Volume  control  (by  determining  salable  tonnage  and  disposition  of  surplus 
quantities) 

Administrative  Committee 


Marketing  order: 
Marketing  agreement: 
Effective  date: 
Program  amendments : 

General  Provisions 
Producing  area; 

Applicable  to: 

Crop  year: 

Special  definitions: 


Membership : 


Term: 
Quorum: 

Action  requires ; 


7  consisting  of  3  producers  (2  coop,  1  indep),  3 
handlers  (l  coop,  2  indep)  and  1  producer-handler 

1  year  (beginning  May  15) 
2/3  of  members 

Approval  by  2/3  of  all  members 


Special  duties:  None 
Compensation :  None 
Supplemental  committees:  None 


Scope  of  Operations 
Seasons  in  operation; 

Related  programs : 


Exempt  from  control: 


193^  (under  prior  agreement  and  accompanying  license), 

and  continuously  beginning  with  1955 
One  state  order  was  adopted.    It  was  operated  in 

1938-19^^3  and  in  191*6-1952. 

Regulations  may  be  lifted  for  handler's  sales  to 

consvuaers  through  roadside  stands,  local  date  shops, 
mail  order  or  specialty  outlets. 
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FEDERAL  MARKETING  PROGRAM  FOR  CALIFORNIA  DECIDUOUS  TREE  FRUITS 


Marketing  order: 
Marketing  agreement : 
Effective  date: 
Program  amendments : 

General  Provisions 
Producing  area: 
Applicable  to: 

Fiscal  year: 

Special  definitions: 


No.  917  (formerly  No.  36) 
No.  85 

May  29,  1939 

1/n/ko,  2/i5/i^9>  5/21/49 


California 

Fresh  shipments  of  Bartlett  pears,  plums,  and  Elberta 

peaches  to  interstate  and  foreign  markets 
March  1 -February  28  (or  29) 

Early  plums — Beauty,  Climax,  Formosa,  and  Santa  Rosa 
varieties 

Late  plums — all  other  varieties  I 
Fruit — Bartlett  pears,  plims,  and  Elberta  peaches 
Handler  (or  shipper) — person  (other  than  common  carrier) 
who  ships  in  the  current  of  interstate  or  foreign 
commerce  or  so  as  directly  to  burden,  obstruct,  or 
affect  such  commerce 


Authorized  Provisions 

Minimum  grade,  size  and  matxirity  regulations  (on  varietal  and  district 
basis) 

Mandatory  Inspection  and  certification 

Rate-of-flow  regulations  (dally  packing,  loading  and  shipping  holidays) 

for  Bartlett  pears 
Control  of  unfair  trade  practices  and  competition  for  Elberta  peaches 


Control  Committee 
Membership : 


Term; 
Quorum: 

Action  requires: 


Special  duties: 
Compensation : 


25  consisting  of  13  producers  (l  to  represent  each  of 
3  commodity  committees  and  10  selected  in  proportion 
to  volxme  sold  during  3  past  seasons)  and  12  handlers 
(nominated  to  represent  elective  bodies) 

1  year  (beginning  February  2) 
Majority  of  members 

Approval  by  members  present  (no  action  if  over  7 
vacancies ) 

None 


$5.00  per  day,  if  authorized,  for  members  of 

Commodity  Committees;  none  for  Control  Committee 
and  Sales  Ivfeinagers'  Committee  I 
Supplemental  committees:    Sales  Managers'  Committee  (of  7  members) 

Commodity  Committees  for  Bartlett  pears,  ELberta 
peaches  and  ELums  (consisting  of  12,  7  and  7 
producers  representing  9*  5  ajad  k  districts, 
respectively;  quorums  set  at  8,  5  5) 

Scope  of  Operations 

Seasons  in  operation:  193^-1937  (mder  3  prior  agreements,  accompanied  by  one 

license  and  one  order),  1939-19*1-2,  and  continuously 
beginning  vrlth  19^5 

Related  programs:         State  order  for  fresh  peaches,  plums,  and  Bartlett  pears 

and  state  program  for  canning  Bartlett  pears  | 

Exempt  from  control:    Shipments  for  relief,  by-products,  and  processing 
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FEDERAL  MAEKEEING  PROGRAM  FOR  CALIPORIIIA  DRIED  FIGS 


Marketing  order: 
Marketing  agreement: 
Effective  date: 
Program  amendments: 

General  Provisions 
Producing  area: 
Applicable  to: 
Crop  year: 

Special  definitions: 


No.  6k 
No.  123 

March  22,  1955 
10/5/56 


California 

Natural  condition  and  processed  dried  figs 
August  l-July  31 

Natural  condition  dried  figs --figs  dried  sufficiently 
to  inhibit  rapid  spoilage  but  which  have  not  been 
processed 

Producer- -person  producing  or  causing  to  be  produced  for 
market  natural  condition  dried  figs,  including  diy- 
yard  operators  and  others  receiving  and  preparing  figs 
in  this  manner 

Handler- -person  acquiring  natural  condition  dried  figs, 
processing  packaging  and  placing  them  (except  as  a 
common  carrier)  into  channels  of  distribution,  what- 
ever may  be  the  iJi.timate  distinction  or  end  use  of 
the  dried  figs,  except  local  sales  and  certain  sales 
in  secondary  outlets 

Authorized  Provisions 

Research  in  marketing 

Minimum  quality  regijlations  (by  varieties) 
Mandatory  inspection  and  certification 
Rate-of-flow  regulations 

Volme  control  (by  determining  salable  tonnage  and  disposition  of 
siirplus  quantities) 

Administrative  Committee 


Membership : 


Term: 
Quorum: 

Action  requires : 


10  consisting  of  5  producers  (from  2  districts)  and 
5  handlers 

1  year  (beginning  June  1  to  10  regular  members; 

beginning  July  1  for  eleventh  member,  if  appointed) 
7  members 

Approval  by  6  members  (3  producers  and  3  handlers) 
except  that  any  action  on  voliime  control  requires 
the  concurring  vote  of  4  producers  and  k  handlers 

Special  duties:  None 
Compensation:  None 
Supplemental  committees:  None 

Scope  of  Operations 

Seasons  in  operation:  1955-1959 

Related  programs:         Two  state  orders  were  adopted.    One  was  used  in 

1937-1953;  the  other  in  19H  to  date. 


Termination  date: 


August  1,  i960 

NOTE:    These  10  members  may  nominate  by  a  vote  of  at 
least  6  members  a  eleventh  member  (who  nued  not  be  a 
producer  or  handler) 
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FEDEEIAL  MARKETING  PROGRAM  FOR  ARI2DNA  AND  CALIFORNIA  GRAPEFRUIT 


Marketing  order: 
Marketing  agreement : 
Effective  date: 
Program  amendments : 

General  Provisions 
Producing  area: 

Applicable  to: 

Fiscal  year: 

Special  definitions: 


No.  909  (formerly  No.  55) 
No.  96 

May  26.  19kl 
12/15/49,  9/15/53 


Imperial  Co\mty  and  part  of  Riverside  County  (Coachella 
District)  in  California  and  all  of  Arizona 

Fresh  shipments  from  state  of  production  to  any  point 
outside  (except  Mexico) 

August  1-July  31  ' 

Handler  (or  shipper) — person  (except  common  carrier) 
who  jxLaces  fresh  grapefruit  in  the  cvirrent  of  commerce 
between  the  state  of  production  and  any  point  outside 


Authorized  Provisions 

Minimum  grade,  size  and  maturity  regulations 
Mandatory  inspection  and  certification 

Administrative  Committee 

Membership:  One  producer  for  each  million  cartons  (or  fraction) 

produced  in  the  district  during  the  preceding  fiscal 
year,  but  not  over  3  members  from  any  one  district 
NOTE:    Prior  to  9/58  there  were  8  producers  (k  coop, 
k  indep)  selected  from  k  districts. 


Term: 
Quorum: 

Action  requires: 


1  year  (beginning  August  l) 
3/4  of  members 

Approval  by  3/^  of  all  members 


Special  duties:  None 
Compens  at  ion :  None 
Supplemental  committees:  None 


Scope  of  Operations 
Seasons  in  operation: 


Related  programs : 


Exempt  from  controls ; 


1933- 1935  (under  two  prior  agreaients  accompanied  by 
by  one  license  and  two  orders),  and  continuously 
beginning  with  19^1 

The  current  program  is  the  outgrowth  of  the  Calif. - 
Arizona  citrus  program  initially  adopted  in  Dec.  1933. 

Shipments  for  relief,  to  by-product  outlets,  in  small 
lots  (of  5  or  fewer  cartons),  for  export  to  Mexico 
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FEDERAL  MAEKETING  PROGRAl-I  FOR  CALIPORWIA  TOICAY  GRAPES 


Iferketing  order: 
Marketing  agreement; 
Effective  date: 
Program  amendments : 

General  Provisions 
Producing  area: 
Applicable  to: 

Fiscal  year: 

Special  definitions: 


No.  926  (formerly  No.  51) 
No.  93 

August  20,  19kO 

8/2k/kl,  3/1A9,  8/15/52,  8/18/53,  2/6/59 


San  Joaquin  County 

Fresh  shipments  from  California  to  other  points  within 

the  continental  limits  of  North  America 
April  1 -Inarch  30 

Size  of  grapes — weight  of  a  bmich 
Premium  quality  grapes — those  meeting  minimm  require- 
ments as  to  grade,  size,  pack  and  container  prescribed 
by  the  Industry  Committee  with  approval  of  the 
Secretary 

Handler  (or  shipper) — person  (other  than  common  carrier) 
placing  Tokay  grapes  in  current  of  commerce  between 
the  producing  area  and  any  point  outside,  or  deliver- 
ing grapes  to  a  refrigerated  storage  warehouse  (even 
those  located  within  the  producing  area)  but  exclud- 
ing sale  of  grapes  on  the  vine  or  transportation  of 
grapes  to  a  packing  shed  within  the  production  area 

Authorized  Provisions 

Research  in  marketing 

Minimum  grade,  size,  pack,  and  container  reg\jlations  (by  districts) 
Mandatory  inspection  and  certification 

Rate-of-flow  regulations  (by  limitation  of  packing,  loading  and 

shipping  by  3-day  periods--not  applicable  to  premium  quality  grapes) 


Industry  Committee 
Membership : 


Tem: 
Quorum: 

Action  requires; 

Special  duties: 
Compensation : 


7  producers  (6  from  6  districts;  1  at  large  nominated 
by  the  other  6  nominees) 


1  year 
5  members 
Approval  by  5 

None 


members 


$10.00  per  day  for  Industry  Committee;  none  for 
Shippers  Advisory  Committee 
Supplemental  committees:    Shippers  Advisory  Committee  (of  7  members) 

Scope  of  Operations 

Seasons  in  operation:  1933  (under  prior  agreement  and  accompanying  license), 

1940-1914-2,  19*^7-55,  and  continuously  beginning  with  I958 
Related  programs :         Federal  program  for  California  grapes  for  crushing 

Exempt  from  control:    Shipments  for  relief,  to  by-product  outlets,  and  in 

small  lots 

NOTE:    In  addition,  the  program  was  used  for  data 
collection  only  in  19kk-19k6. 
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FEDERAL  MARKETING  PROGRAM  FOR  CAr.IK)RNIA  GRAPES  FOR  CRUSHING 


Iferketing  order: 
Marketing  agreement : 
Effective  date: 
Prograjn  amendments : 

General  Provisions 
Producing  area: 


Applicable  to: 
Crop  year: 

Special  definitions ; 


No.  990  (formerly  No.  126) 
No.  133 

August  26,  1961 
None 


Nine  central  CeLlifomia  Valley  counties  (Sacramento, 
San  Joaquin,  Stanislaus,  Merced,  Madera,  Fresno, 
Kings,  Tulare,  aiad  Kern) 
Grapes  for  crushing  produced  in  the  9  comties  and 

used  by  handlers 
July  1-June  30  I 

Grapes  for  crushing- -all  varieties,  whether  fresh  oi* 
dried,  which  are  prepared  for  fermentation  or  the 
production  of  grape  juice  or  concentrate 
Handler — vinter,  distiller,  processor,  or  other  person 
who  receives  and  crushes  (ferments  or  converts) 
grapes  for  crushing  into  juice,  or  concentrates  any 
grapes  for  crushing,  or  stores  or  puts  into  channels 
of  trade  (except  as  a  common  carrier)  the  products 
of  such  grapec 

Authorized  Provisions 

Research  in  marketing 

Volume  control  (by  determining  free  tonnage  and  disposition  of  surplus 
quantities ) 

Administrative  Committee 

Membership:  31  consisting  of  I8  producers  (2  from  each  of  9 


Terra: 
Q^orum: 

Action  requires: 


districts),  12  handlers  (l  each  for  6  largest  hand- 
lers, k  for  next  16  largest  handlers  and  2  for  all 
lesser  tonnage),  and  the  chairman  of  the  Advisory 
Board,  who  serves  also  as  chairman  of  the  committee 


3  years  (initial  term  ending  April  30,  196^4-) 
20  members  (12  piroducers  and  8  handlers) 
Majority  of  members  present 


Special  duties:  None 
Compensation :  None 
Supplemental  committees : 


Advisory  Board  of  78  members  (kQ  producers  from 
9  districts  and  30  handlers — 1  each  for  22 
largest  handlers  and  8  representing  lesser  ton- 
nage), elected  for  3-year  terms  (initial  tern 
ending  April  30,  1964).    This  board  advises  the 
Committee  and  makes  nominations  to  its  membership. 


Scope  of  Operations 

Seasons  in  operation:  Continuously  beginning  with  I96I 
Related  programs :         A  state  order  for  Wine 


Program  costs ; 
Referendum: 


Borne  by  handlers 

Required  during  July  1-J\ily  15,  I963  aJ^d  every  third 
year  thereafter  if  requested  by  the  Advisory  Board 
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lEDERAL  MARKEDING  PROGRAM  FOR  CALIPORtllA  AND  ARIZONA  LEMDNS 


Marketing  order: 
Msirketing  agreement; 
Effective  date: 
Program  amendments : 


General  Provisions 
Producing  area: 

Applicable  to: 
Fiscal  year: 

Special  definitions: 


No.  910  (formerly  No.  53) 
No.  9k 

April  10,  19kl 

3/23/hQ   Q/2k/k9,  6/12/51,  11/26/53,  ll/5/5i^,  12/15/55, 
6/22/56,  11/21/58 


Arizona  and  that  part  of  California  south  of  37th 
Parallel 

Fresh  shipments  to  out-of-state  markets  and  to  Canada 
November  1-October  31 

Lemons  available  for  current  shipment — deliveries  to 
handlers  during  the  preceding  20-week  period  for 
District  3  (Arizona  and  nearby  parts,  of  California), 
and  the  total  quantity  on  the  trees  for  Districts 
1  and  2 

Handler— person  (other  than  common  carrier)  placing 
lemons  in  the  current  of  commerce  within  the  producing 
state  or  between  it  and  any  point  outside,  but  excluding 
on-tree  sales,  transportation  to  a  packing  house,  or 
storage  within  the  producing  area 

Authorized  Provisions 

Minimum  size  regulations  (by  districts) 
Mandatory  inspection  and  certification 

Rate-of-flow  regiilations  (by  weekly  proration,  by  districts,  based  on 
available  supply) 

Adnilnistratlve  Committee 

Membership:  13  consisting  of  8  producers,  k  handlers,  and  1 

representing  the  public 
NOTE;    The  selection  is  such  that  nine  members  represent 
cooperatives  and  three  independents.    The  thirteenth 


Term: 
Quorum: 

Action  requires: 

Special  duties: 
Compensation • 


member  is  nominated  by  the  other  12. 

2  years  (beginning  November  1  of  even-numbered  years) 
7  members 

Approval  by  7  members 
None 

Not  over  $10.00  per  day 


Supplemental  committees:  None 

I 

Scope  of  Operations 

Seasons  in  operation:  Continuously  beginning  with  19^1 

Related  programs:         State  orders  for  lemon  products  was  operated  during 

1951-1958 


Exempt  from  control: 


Shipments  for  relief,  conversion  into  by-products,  or 
export  (except  to  Canada) 
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FEDERAL  MARKETING  PROGRAM  FOR  CALIFORNIA  NECTARINES 


Marketing  order: 
Marketing  agreement : 
Effective  date: 
Program  amendments: 

General  Provisions 
Producing  area: 
Applicable  to: 
Fiscal  year: 
Marketing  season : 

Special  definitions: 


No.  916  (formerly  No.  37) 

No.  124 

June  25,  1958 

None 


California 

Fresh  sales  in  interstate  and  foreign  markets 
March  l-last  day  of  Februajry 
May  1 -November  30 

Handler  (or  shipper) — person  (other  than  common  carrier) 
selling  or  transporting  nectarines  within  the  pro- 
ducing area  or  between  it  and  any  point  outside,  except 
nectarines  sold  on  the  tree  or  transported  from  the 
orchards  to  a  packing  shed  within  the  producing  area 

Authorized  Provisions  I 
Research  in  marketing 

Minimum  grade,  size,  quality,  maturity,  pack,  and  container  regulations 
Mandatory  inspection  and  certification 

Administrative  Committee 

Membership :  5~producers  (from  5  districts) 

Term: 
Quorum: 

Action  requires : 

Special  duties: 
Compensation : 


1  year  (beginning  Iferch  l) 
6  members 

Majority  of  members  present 
None 


Not  over  $5*00  per  day  for  Committee  members;  none  for 
members  of  Shippers'  Advisory  Committee 
Supplemental  committees:    Shippers'  Advisory  Committee  (of  5  handlers) 

Scope  of  Operations 

Seasons  in  operation:  Continuously  beginning  with  1958 
Related  programs :  None 

Exempt  from  control:    Shipments  for  relief  or  processing 
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FEDERAL  MARKETING  PROGRAM  FOR  ARIZONA  AND  CALIFORNIA  NAVEL  ORAI^GES 


Marketing  order: 
Marketing  agreement: 
Effective  date: 
Program  amendments : 

General  Provisions 
Producing  area: 

Applicable  to: 
Fiscal  year: 

Special  definitions: 


No.  907  (formerly  No.  l4) 
No.  117 

September  22,  I953 
8/1/54,  7/30/56 


Arizona  and  that  part  of  California  south  of  37th 
Parallel 

Fresh  shipments  to  interstate  and  foreign  markets 
October  1-September  30 

Export --shipment  to  points  outside  the  continental 

United  States,  Alaska,  and  Canada 
Oranges  available  for  current  shipment — the  total 

quantity  on  the  trees 
Handler — person  (other  than  common  carrier  or  retailer) 
placing  navel  oranges  in  the  current  of  commerce 
between  the  state  of  production  and  any  point  in  the 
continental  United  States,  Alaska,  or  Canada,  but 
excluding  on-tree  sales,  transportation  to  a  packing 
house,  and  storage  within  the  producing  area 

Authorized  Provisions 

Minimum  size  regulations 

Rate-of-flow  regulations  (weekly  proration,  by  districts,  of  available 
supply) 

Administrative  Committee 

Membership:  11  consisting  of  6  producers,  k  handlers,  and  1 

representing  the  public 


Term: 
Quorum: 

Action  requires; 

Special  duties : 
Compensation ; 


Supplemental  committees:  None 


NOTE:    The  eleventh  member  is  nominated  by  the  other  10. 

2  years  (beginning  October  1  of  even-numbered  years) 
Majority  of  monbers 
Approval  by  6  members 

None 

Not  over  $10.00  per  day 


Scope  of  Operations 
Seasons  in  operation; 


Related  prograios: 


Exempt  from  control : 


1933-1951  (under  prior  agreement  accompanied  by  one 
license  and  one  order,  and  prior  orders  issued  with- 
out an  agreement),  and  continuously  beginning  with 
1953 — i.e.,  no  operations  in  1952-53 

The  current  program  is  the  outgroirth  of  the  Calif. - 
Arizona  citrus  program  initially  adopted  in  Dec.  1933. 

Shipments  for  relief,  to  processing,  for  export,  or  in 
small  lots 
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FEDERAL  MARKETING  PROGRAM  FOB.  ARIZONA  AND  CALIJDRNIA  VALENCIA  ORANGES 


Marketing  order: 
Marketing  agreement : 
Effective  date: 

Program  amendments : 

General  Provisions 
Producing  area: 

Applicable  to : 
Fiscal  yeax: 
Marketing  year; 


No.  908  (formerly  No,  22) 
No.  131 

March  31,  195^  for  order 
June  22,  1956  for  agreement 
6/22/56 


Arizona  and  that  part  of  California  south  of  the  37th 

Parallel 
Fresh  shipments 
November  1 -October  JL 
February  1 -January  3I 


Special  definitions:    Exports — shipments  to  points  outside  the  continental 

United  States,  Alaska  and  Canada 

Oranges  available  for  current  shipment — the  total 
quantity  on  the  trees 

Handler- -person  (other  than  common  carrier)  placing 
Valencia  oranges  in  the  current  of  commerce  within 
the  producing  state  or  between  it  and  any  point  out- 
side, but  excluding  on-tree  sales,  transportation  to 
a  packing  house,  and  storage  within  the  producing  area 


Authorized  Provisions 

Minimum  size  regulations  (by  districts) 
Mandatory  inspection  and  certification 
Rate-of-flow  regulations  (weekly  proration,  by  districts,  of  available 
supply) 


Administrative  Committee 
Membership : 


Term: 
Quorum: 

Action  requires ; 

Special  duties: 
Compensation : 


11  consisting  of  6  producers  (5  coop,  1  indep),  k 
handlers  (3  coop,  1  indep),  and  1  representing  the 
public 

NOTE:    The  eleventh  member  is  nominated  by  the  other  10. 

2  years  (beginning  February  1  of  even -numbered  years) 
Majority  of  members 
Approval  by  6  members 

None 

Not  over  $10.00  per  day 


Supplemental  committees :  None 


Scope  of  Operations 
Seasons  in  operation: 


Related  programs : 


I933-I95O  (imder  prior  agreement  accompanied  by  one 
license  and  one  order,  and  prior  order  issued  with- 
out an  agreement),  and  continuously  beginning  with 
195^— i.e.,  no  operations  in  1951-52  and  1952-53 

The  current  program  is  the  outgrowth  of  the  Calif. - 
Arizona  citrus  program  initially  adopted  in  Dec.  1933. 


Exempt  from  control:    Shipments  for  relief,  to  processing,  for  export  (except 

to  Canada),  or  in  small  lots 
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FEDERAL  MARKETING  PROGRAM  FOR  PACIFIC  COAST  WINTER  PEARS 


Marketing  order: 
Marketing  agreement: 
Effective  date: 
Program  amendments : 

General  Provisions 
Producing  area: 
Applicable  to: 

Fiscal  year: 

Special  definitions: 


No.  927  (fomerly  No.  39) 
No.  89 

A\;igust  26,  1939 
10/9/50,  2/5/62 


Oregon,  Washington,  and  California 

Fresh  shipments  of  six  varieties  to  interstate  and 

foreign  markets 
July  1-June  30 

Winter  pears — Beurre  D'AnJou,  Beurre  Bose,  Beurre 
Clairgeau,  Doyenne  du  Comice,  Beurre  Easter  and 
Winter  Nelis  varieties 

Handler  (or  shipper) --person  (other  than  common  carrier) 
putting  fresh  winter  pears  in  the  current  of  commerce 
from  one  of  the  three  producing  states  to  any  point 
outside,  or  so  as  directly  to  burden,  obstruct,  or 
affect  such  commerce 


Authorized  Provisions 

Research  in  marketing 

Minimum  grade,  size  and  quality  regulations 
Mandatory  inspection  and  certification 


Control  Committee 

Membership:  12  consisting  of  6 

6  handlers  (from 
NOTE:    Each  member 
alternate. 


producers  (from  6  districts)  and 
6  districts) 

has  a  first  alternate  and  a  second 


Term: 
Quorum: 

Action  requires : 


1  year  (beginning  July  l) 
9  members 

Approval  by  7  members 


Special  duties :  None 
Compensation :  None 
Supplemental  committees :  None 


Scope  of  Operations 

Seasons  in  operation:  1938  (-under  prior  order  and  agreement),  and  1939-19if2, 

19^8-53,  1955-59,  and  1961-62. 

Related  programs:         Federal  piDgram  for  fresh  Bartlett  pears 

State  programs  for  fresh  and  canning  Bartlett  pears 
State  programs  for  fresh  and  canning  winter  pears 

Exempt  from  control:    Shipments  for  relief  and  by-products 
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FEDEE^AL  MAEKHTING  PROGRAM  FOR  ORHX)N  AND  CALIFORNIA  POTATOES 


Marketing  order: 
Marketing  agreement; 
Effective  date: 

Program  amendments : 

General  Provisions 
Producing  area: 

Applicable  to : 

Fiscal  year: 


No.  9kl  (foiroerly  No.  59) 
No.  nit- 
January  26,  19k2  for  order 
November  7,  "^9^9  for  agreement 
11/7A9,  9/21/55 


Itodoc  and  Siskiyou  counties  in  California  and  all 

of  Oregon  except  Malheur  County 
All  shipments  of  potatoes  within  and  from  the  production 

area 

As  determined  by  Secretary  on  recommendation  from 
Administrative  Committee  1 


Special  definitions: 


Exports --shipment  beyond  the  bovmdarles  of  continental 

United  States 
Table  stock  potatoes--all  potatoes  except  those 

certified  and  tagged  as  seed  potatoes 
Potatoes — all  varieties  of  Irish  potatoes 
Handler  (or  shipper) — person  (other  than  common  carrier) 

selling  or  transporting  potatoes  within  the  producing 

area  or  between  it  and  any  point  outside 


Authorized  Provisions 

Research  in  marketing 

Minimum  grade,  size,  quality,  matiirlty,  and  container  regulations 

(separately  for  table  stock  potatoes  and  seed  potatoes) 
Mandatory  inspection  and  certification 

Administrative  Committee 


Membership : 


Term: 

Quorum: 

Action  requires : 


12  consisting  of  8  producers  (from  k  districts)  and 
k  handlers  (from  k  districts)  ^ 

2  years  (beginning  July  1;  elected  annually  on  a 

staggered  basis) 
8  members 

Approval  of  8  members 


Special  duties:  None 

Compensation:  Not  over  $10.00  per  day 

Supplemental  committees :  None 


Scope  of  Operations 
Seasons  in  operation; 
Related  programs : 


Exempt  from  control; 


19h2  and  continuously  beginning  with  19k8 
Four  state  orders  were  adopted.    One  was  not  operated. 
The  others  were  used  in  1939,  in  I953-I96O,  and  in 
195^^-1960.  ,  I 

The  Secretary,  on  recommendation  of  Administration 
Committee,  may  modify  or  suspend  regulations  on 
shipments  for  relief,  to  by-product  outlets,  to 
export  markets,  for  livestock  feed  (within  pro- 
duction area),  and  for  "other  specified  purposes." 
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FEDERAL  MARICSriNG  PROGRAM  FOR  CALIFORNIA  DRIED  PRUNEB 


Lfeirketing  order: 
Marketing  agreement: 
Effective  date: 
Program  amendments: 

General  Provisions 
Producing  area: 
Applicable  to: 
Crop  yeax: 

Special  definitions: 


No.  993  (formerly  No.  93) 
No.  110 

August  25,  19^9 

8/26/51,  8/9/54,  10/19/57,  2/19/61,  8/1/61 


California 
All  shipments 
August  l-Jvly  31 

Prunes — all  sun-dried  or  artifically  dehydrated  plums 
except  sulfur-bleached  prunes  and  plums  not  dried 
to  point  where  they  can  be  stored  prior  to  packaging 
without  spoilage 
Domestic  market --United  States,  Canada,  Puerto  Rico, 

Canal  Zone,  and  Virgin  Islands 
Handler — person  (other  than  common  carrier)  putting 
prunes  in  the  current  of  commerce  within  the  producing 
area  or  between  it  and  any  point  outside,  except 
local  sales  and  certain  sales  in  secondary  outlets 
Producer- -person  growing  plums  for  drying  and  dehydrating 
into  prunes 

Authorized  Provisions 

Minimum  grade,  size,  quality  and  pack  regulations  (separately  for 

French  and  non-French  varieties) 
Mandatory  inspection  and  certification 

Administrative  Committee 

Membership:  21  consisting  of  ik  producers  (7  indep  from  T  districts 

coop  in  proportion  to  volume  handled,  and  balance 
selected  at  large  by  the  7  indep  members)  and  7 
handlers  (3  coop,  3  indep,  1  from  majority  group  based 


Term: 
Quorum: 

Action  requires : 


on  volume  handled) 

2  years  (beginning  June  1  of  even-ntimbered  years) 
12  members  (8  producers  and  k  handlers) 
AppTOval  by  majority  of  members  present  except  that 
any  action  on  regulations  requires  the  concurring 
vote  of  75^  of  members  present,  but  in  no  case  less 
than  11  affirmative  votes 


Special  duties:  None 
Compensation:  $10.00  per  day 

Supplemental  committees :  None 


Scope  of  Operations 

Seasons  in  operation:  193^  (under  prior  agreement  and  accompanying  license), 

and  continuously  beginning  \rith.  19^9 
Two  state  orders  were  adopted.    One  was  operated  in 
1937-19^1  and  1947-1951,  the  others  in  19lf7  to  date. 


Related  programs: 


Exempt  from  control:    Interplant  transfers 
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FEDEEiAL  MARKETING  PROGRAM  FOB.  CALIFORNIA  RAISINS 


Marketing  order: 
Marketing  agreement: 
Effective  date: 
Program  amendments : 

General  Provisions 
Producing  area: 
Applicable  to: 
Crop  year: 

Special  definitions: 


No.  989  (formerly  No.  89) 
No.  109 

Aiogust  18,  1949 

9/1/55,  10/25/56,  I2/1V6O 


California 

Natural  condition  and  packed  raisins 
September  1 -August  3I 

Raisins — any  grapes  from  which  moisture  is  removed 
after  harvest 

Natural  condition  raisins — raisins  not  yet  started  in 

the  process  of  being  packed 
Handler- -processor,  packer,  shipper  of  natural  condition 

raisins,  or  blender  of  raisins 
Producer — person  producing  grapes  which  are  sun-dried  or 

dehydrated  into  raisins 

Authorized  Provisions 

Research  in  marketing 

Minimum  grade  and  condition  regiilations  (for  natviral  condition  raisins) 
Mandatory  inspection  and  certification 

Prohibition  of  unfair  trade  practices  | 
Volume  control  (by  determining  free  tonnage  and  disposition  of  reserve 
and  surplus  quantities) 

I 

Administrative  Committee 


Membership : 


Teim: 
Quorum: 

Action  requires: 

Special  duties: 
Compensation : 


T¥  consisting  of  8  producers  (l  representing  Golden 

Seedless  faisins),  5  handlers,  and  1  dehydrator 
NOTE:    The  5  handler  members  represent  5  groups,  classed 
according  to  raisin  '.acquisitions  during  the  preceding 
year:    (l)  All  coops  with  over  lOfo,  (2)  the  3  largest 
indeps,  (3)  the  next  2  largest  indeps,  (k)  the  next 
5  indeps,  and  (5)  all  other  handlers.    All  members  of 
the  Committee  are  nominated  by  and  from  members  of  the 
Advisory  Board  of  the  same  classification. 

1  year  (beginning  June  l) 
9  members 

Approval  by  majority  of  members  present 

None 
None 


Supplemental  committees: 


Raisin  Advisory  Board  (of  members:  35  producers 
from  21  districts,  8  handlers,  and  2  dehydrators; 
producer  members  serve  for  3  years  on  a  staggered 
basis,  other  members  for  1  year) 


Scope  of  Operations 

Seasons  in  operation:  193^  (under  prior  agreement  and  accompanying  license), 

19^9,  and  continuously  beginning  with  1951  ' 
NOTE:    In  addition,  the  program  was  used  for  data  collection 
only  in  1950. 

Related  prxjgrams:         Tto  state  orders  were  adopted.    One  operated  in  1938-l9l|.0 

the  other  in  l^kS  to  date.  ' 
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FEDERAL  MARKETING  PROGRAM  PDR  PACIFIC  COAST  WALNUTS 


Marketing  order: 
Marketing  agreement; 
Effective  date: 
Program  amendments : 

General  Provisions 
Producing  area: 
Applicable  to : 


No.  981^  (foimerly  No.  8^+) 
No.  105 
August  1,  19it8 
7/10/54,  7/28/55,  10/V57 


Marketing  year: 

Special  definitions : 


California,  Oregon,  and  Washington 

All  shipments  within  and  from  area  of  production  except 
interplant  transfers  and  deliveries  (within  producing 
area)  from  producer  to  handler 
Avigust  1-July  31 

WaLnuts--"English"  varieties  in  shelled  and  unshelled 

form 

Handler — packer  or  distributor  putting  unshelled  walnuts 
into  channels  of  trade  in  the  current  of  interstate  or 
foreign  commerce 

Authorized  Provisions 

Miniraium  ^rade  and  size  regulations  (separately  for  shelled  and  unshelled 

walnuts)  and  pack  specifications  (for  unshelled  WEilnuts) 
Mandatory  inspection  and  certification 

Volume  control  (by  determining  marketable  quantities  and  disposition  of 
suirplus  and  substandard  walnuts) 


Control  Board 
Membership : 


Term: 
QMorum: 

Action  requires : 


10  consisting  of  h  producers,  k  packers,  1  sheller  and 

1  other  person 
NOTE:    California  has  3  producer  and  3  packer  members 

(l  of  each  from  coop,  1  from  Indep,  and  1  from  the 

group  handling  over  50fo  of  merchantable  unshelled 

walnuts  packed  in  California  in  preceding  year). 

Oregon-Washington  has  1  producer  and  1  packer  member. 

The  sheller  member  is  a  handler  \rh.o  does  not  pack. 

The  tenth  member  is  selected  from  the  industry  by  the 

other  nine. 

2  years  (beginning  July  1  in  odd-numbered  years) 
6  members 

Majority  of  members  present 


Special  duties :  None 
Compensation :  None 
Suppleiflental  committees :  None 

Scope  of  Operations 

Seasons  in  operation:  1933-1947  (under  two  prior  agreements  accompanied  by  one 

license  and  one  order),  and  continuously  beginning  \rLth 
1948  ^ 

NOTE:    This  includes  the  period  IO/2/43-3/31/47  when  tlie 

order  was  superseded  by  War  Food  Order  No.  82. 
Three  state  orders  were  adopted.    They  were  operated  In 
1935-1942  and  i9ij.Y-i953. 


Related  programs ; 


Exempt  from  control ; 


Shipments  for  relief,  in  small  quantities  or  for  school 
lunch  purposes 


^"""^^^^  °^  ^^"^"^  ^«P°rt  was  submitted 

for  printing.    The  referendum  period  was  August  II-I7,  I962. 
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APPENDIX  A:    DEVELOFMEWT  AND  USE  OF  MARKETING  LEGISLATION 


Legislation  authorizing  Industry-wide  marketing  control  programs 
has  changed  in  several  Important  respects  since  1933.    This  is  true  at 
both  federal  and  state  levels. 

Federal  Legislation 

The  national  Agricultural  Adjustment  Act,  passed  on  May  12,  1933, 
was  the  initial  law  permitting  the  use  of  marketing  orders  (or  licenses 
as  they  were  then  called)  and  marketing  agreements.    These  were  to  he 
applied  to  (l)  milk  and  dairy  products,  and  (2)  specialty  crops,  par-  j 
tic\ilarly  fruits,  vegetables,  and  tree  nuts.    This  act  placed  primary 
emphasis  on  production  control,  especially  for  the  major  export  crops, 
as  the  proper  means  of  restoring  the  purchasing  power  of  American  farmers. 
At  the  last  minute,  and  after  only  limited  debate,  four  brief  and  broadly 
phrased  sections  were  added  to  incorporate  the  marketing  adjustment  ^ 
features  desired  by  leading  producers  and  handlers  of  specialty  crops, 
especially  those  from  the  Pacific  Coast  states,  many  of  whom  had  long 
experience  with  farmer  cooperative  organizations  and  their  marketing 
endeavors. 

Ety  1935  the  reasons  for  the  generality  of  the  1933  act  no  longer 
existed  and  legal  defects  which  created  administrative  difficulties  became 
apparent.    The  act  was  amended  extensively  in  1935  to  strengthen  Its  mar- 
keting control  provisions.    These  amendments  substituted  orders  for 
licenses,  specifically  listed  commodities  to  which  orders  could  be  applied, 
clarified  program  use  and  procedures,  and  defined  the  controls  permitted 
in  individueil  programs. 

After  the  processing-taxes  provision  of  the  Agricultural  MJustment 
Act  was  declared  unconstitutional  Ijy  the  Supreme  Court  in  January  193^, 
some  lower  covirts  ruled  adversely  on  the  "separability"  of  the  market 
control  provisions.    As  a  consequence  a  new  law,  the  Agricultural  Marketing 
Agreement  Act  of  1937,  was  eniacted.    In  the  main,  it  reaffirmed  provisions 
of  the  1935  amendments  and  placed  marketing  controls,  originally  initiated 
as  an  emergency  measvire,  on  a  permanent  basis,  separate  and  distinct  from 
the  production  control  and  soil  conservation  features  of  the  1933  act, 
as  amended  In  1935* 
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Subsequent  changes  were  mainly  of  a  minor  nature,  intended  to  clarify 
procedures  and  to  modify  the  list  of  enumerated  commodities  eligible  for 
marketing  orders.    The  19^7  amendment  authorized  the  establishment  of 
minimum  grade  and  quality  standards,  together  with  mandatory  inspection, 
even  if  farm  prices  exceeded  parity.    In  1954  provisions  were  added  which 
provided  for  the  regulation  of  containers,  marketing  research  and  devel- 
opnent  projects,  and  regulations  on  imports  with  a  view  of  maintaining 
standards  for  imported  commodities  comparable  to  those  applied  to  domestic 
products  hy  marketing  orders.    The  I961  amendment  extended  the  programs 
by  making  eligible  for  inclusion  all  commodities  not  specifically  excluded. 

California  Legislation 

Changes  in  state  legislation  followed  a  parallel  course.    Ttie  two 
laws,  enacted  in  I933,  were  soon  changed  on  the  basis  of  experience  gained 
in  operating  early  programs.    The  various  statutes  currently  used  for 
state  marketing  programs  were  passed  by  1937.    Their  basic  framework  was 
not  changed  much  "by  later  amendments. 

The  "Agricultural  Prorate  Act"  (approved  June  5,  1933)  was  the  first 
state  law  providing  for  agricultural  marketing  programs.    It  authorized 
marketing  orders  and  marketing  agreements  operated  by  and  on  behalf  of 
producers  when  any  such  program  was  approved  by  two-thirds  of  the  producers 
or  by  owners  of  two-thirds  of  the  producing  factors.    Its  basic  regulatory 
provision  permitted  the  industry  to  use  various  surplus  control  measures 
as  a  means  for  correlating  existing  supply  to  current  consumption  demand. 

The  act  was  amended  many  times.    The  I938  amendment  permitted  program 
funds  to  be  used  for  "educational  and  trade  stimulation  efforts  of  a 
general  industiy  nature."    m  1939  administration  of  the  law  was  transfer- 
red fran  the  Agricultural  Prorate  Commission  to  the  State  Department  of 
Agriculture.    The  prorate  act  was  amended  and  renamed  the  "Agricultural 
Producers  Marketing  Act"  in  19*^5  and  in  I953  was  made  a  part  of  the  Agri- 
cultural Code  (Chapter  11,  Division  6),  as  the  "Agricultural  Producers 
Marketing  Law." 
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A  companion  law,  the  "California  Agricultxiral  Adjustment  Act,"  vas 
approved  August       1933*    It  permitted  handlers  to  sign  marketing  agree- 
ments extending  to  intrastate  trade  the  standards  of  fair  competition 
established  by  any  federal  marketing  agreement.  Issued  under  the  national 
Agricultural  Adjustment  Act.    This  act  was  replaced  by  another  of  the 
same  name  in  1935^  which  authorized  surplus  control  measures  designed  to 
maintain  a  "balance  between  the  production  and  consumption  of  agricultural 
commodities  and  the  marketing  conditions  thereof"  at  parity  price  levels. 
It  also  permitted  the  extension  of  federal  marketing  orders,  on  a  compul- 
sory basis,  to  cover  intrastate  commerce.    Several  minor  eimendments  were 
made  subsequently.    Ttile  act  became  a  part  of  the  Agricultural  Code 
(Chapters  12  and  13,  Division  6),  as  the  "California  Agrictiltural  Products 
Itorketing  Acts"  of  1937  and  191^3. 

The  "Processed  Foodstuffs  Marketing  Act"  of  193T  authorized  marketing 
orders  for  processors  of  agricultural  commodities  when  approved  by  65 
percent  of  the  processors,  by  n\mber  or  volume.    Only  two  regulatory  de- 
vices were  permitted:    (l)  establishment  of  uniform  grading  and  inspection 
and  (2)  prohibition  of  specified  unfair  trade  practices. 

The  first  state  law  equally  applicable  to  producers,  handlers,  or 
both  was  the  "California  Marketing  Agreement  Act"  of  1935.  Marketing 
agreements  and  orders  were  permitted  when  approved  by  75  percent,  by 
number  and  volume,  of  each  segment  of  the  Industry  (producers,  proceasors, 
and/or  distributors)  included  tinder  its  terms.    The  act,  however,  speci- 
fically excluded  the  use  of  surplus  control  measiires  authorized  by  the 
Prorate  Act  and  all  industries  eligible  for  programs  under  the  state 
Agricviltural  Adjustment  Act. 

The  Marketing  Agreement  Act  was  replaced,  on  June  15,  1937,  by  the 
"California  Marketing  Act  of  1937,"  (now  included  in  the  Agricultvtral 
Code,  Chapter  10,  Division  6).    Although  amended  on  numerous  occasions, 
the      changes  were  largely  of  a  minor  natTire.    The  approval  provision 
was  changed  three  times:    in  1939,  19^1,  and  I9U9.    The  I939  amendment 
also  specified  (for  the  first  time)  the  regulatory  devices  permitted.  A 
provision  for  establishing  "research  studies  in  production,  processing 
or  distribution"  was  added  in  19^5. 
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Marketing  controls  for  fluid  milk  sold  within  the  state  were  placed 
on  a  separate  basis  by  legislation  enacted  during  I935  and  1937.  Minimum 
producer  prices  and  stabilization  plans  for  fluid  milk  and  cream  were 
authorized  by  the  Young  Act  of  1935.    The  Desmond  Act  of  I937  authorized 
the  establishment  of  minimvmi  wholesale  and  retail  resale  prices.  (The 
milk  pricing  provisions  are  now  included  in  the  Agricultural  Code,  Chapters 
16  and  17,  Division  6.) 

Use  of  the  Laws 

All  federal  programs  (since  1933)  have  been  issued  under  what  is 
essentially  one  piece  of  legislation  which  is  now  embodied  in  the  national 
Agricultural  Marketing  Agreement  Act  of  1937,  as  amended.    This  law,  how- 
ever, is  written  in  such  a  way  that  in  effect  it  provides  for  separate  pro- 
grams for  two  groups  of  products. 

Programs  relating  to  milk  and  dairy  products  incorporate  one  set  of 
controls.    In  essence,  they  fix  minimum  producer  prices,  establish  a  plan 
for  equalizing  prices  paid  to  producers,  and  provide  for  a  Federal  Milk 
Market  Administrator,  appointed  lay  the  Secretary  of  Agriculture  to  ad- 
minister the  program. 

The  problem  of  raising  prices  for  other  commodities  is  approached 
indirectly.    The  supply  being  marketed  can  be  modified  in  various  ways  by 
the  different  set  of  regulations  prescribed.    Usually,  these  alter  the 
quality,  rate-of-flow,  and  volvime  shipped  to  the  principal  regular  trade 
outlet.    The  programs  are  administered  by  a  program  manager  (and  his 
staff)  hired  by  the  industry  board.    This  board  is  appointed  by  the 
Secretary  of  Agriculture  from  nominees  selected  by  the  industry. 

Only  marketing  orders  are  used  for  milk,  while  both  orders  and 
agreements  are  almost  always  used  for  other  commodities.    This  distinction, 
however,  is  not  important  since  orders  incorporate  terms  identical  to  those 
in  parallel  agreements. 
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The  present  pattern  for  using  federal  programs  evolved  quickly 
from  experience  gained  in  1933-35.    More  experimentation  occurred  with 
state  programs.    They  were  developed  and  issued  under  authority  of  ' 
several  separate  laws.    Nevertheless,  practically  all  state  programs 
established  after  I938  vere  issued  under  the  California  Marketing  Act 
of  1937.    Possibly  it  may  become  the  only  law  to  be  vised  in  fut\jre  years, 
except  where  the  state  legislature  enacts  special  separate  laws  applicable 
to  single  ccmmodities  in  response  to  pressure  to  do  so  exerted  by  specific 
industry  groups. 

The  state  prorate  laws  were  used  to  activate  twenty -three  programs: 
nine  in  193if,  thirteen  in  1935-38,  and  one  in  I958.    Two  are  still  in 
effect.    About  half  of  the  others  were  terminated  and  half  were  replaced, 
usually  after  a  lapse  of  several  years,  by  marketing  orders  developed 
under  the  California  Marketing  Act  of  1937. 

Other  state  legislation  was  used  Infrequently.    Four  programs  were 
issued  under  the  California  Marketing  Agreement  Act.    The  orders  for 
macaroni  products  and  for  nursery  stocks  were  terminated  after  operating 
briefly.    Canning  asparagus  and  canning  cling  peaches  are  now  covered  by 
orders  promulgated  under  the  California  Marketing  Act  of  1937.    Only  one 
program  (for  macaroni)  was  adopted  under  provisions  of  the  Processed 
Foodstuffs  Marketing  Act.    It  remained  in  force  from  January  1938  to 
September  1939.    The  Agricultural  Adjustment  Acts  and  the  Agrictiltural 
Products  Marketing  Acts  were  used  to  establish  three  programs  which  | 
operated  jointly  with  parallel  federal  orders.    These  were  for  oranges 
and  grapefruit  used  in  I936-U0,  cantaloupes  in  1938,  and  weilnuts  in  1935- 
53.    All  were  terminated.    Currently  there  is  a  state  order  for  canta- 
loupes, a  federal  order  for  walnuts,  and  both  federal  and  state  orders 
for  citrus. 
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APPENDIX  B;    STATISTICAL  SUPPLEMENT 


Certain  data  collected  in  the  course  of  preparing  this  report  are 
presented  for  the  convenience  of  readers.    These  tabulations  summarize 
various  information  appearing  in  the  program  specifications  and  contain 
data  vhich  is  given  in  more  detail  than  shown  in  earlier  portions  of  the 
report. 

Tables  A-1  to  A-3:    General  and  administrative  provisions  of  state 
programs  and  seasons  of  operations.    (These  together  with  Table 
h,  page  26 ,  give  an  over-all  summary  of  state  orders  and  agreements 
in  effect  since  January  1959.) 

Tables  A-k  to  A-T:    Expenditures  for  state  programs  in  I958-59  to 
1960-61. 

Table  A-8:    Information  about  state  programs  terminated  by  December 
i960. 

Tables  A-9  to  A-11:    Similar  information  about  federal  programs. 

Table  A-12:    State  and  federal  programs  in  effect  and  operated, 
1933-1962. 
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TABLE  A-1 

a/ 

Califomla  Agricultural  Marketing  Programs,—' 
General  Provisions^ 


Prograjn 

Effective  dates 

Persons 
affected 

Maximum  assessment 

First 

Last 

Apples,  early 
Art  i  choke    Promot  ion 
Asparagus,  fresh 
Asparagus,  processing 

7-60 

5-61 
10-61 
10-58 
10-58 

G  H 

(jr 
G 

G 

5rf  per  packed  box 
$'+.00  per  acre 
2  1/2^  per  crate 
%  per  100  lbs. 

Avocado  Promotion 
Beans,  lima 
Beef  Promotion 
Berries ,  bush 

2-  60 

3-  51 
9-57 
9-5*+ 

12-61 

9-61 
2-59 

G  H 
G  H 
G  H 
G 

6  1/2^ 

I59S  per  100  lbs, 

loji  per  head  inspected 

$6.00  per  ton 

Berries,  Olallie 
Brussels  sprouts 
Cantaloup 
Com,  green 

— n — f=n  

0-58 

6-58 

8-  55 

9-  hl 

7-61 
6-62 

G 
G 

G  H 
G  H 

$10.00  per  ton 

$2.00  and  $1.00  per  ton 

5^^  and  2^  per  container 
5^  per  crate 

Figs,  dried 
Fish  and  seafood 
Grapefruit 
Grapes,  table 

 7\ — TT  

9_24.lt. 

5-i+l 

7-53 
6-60 

G  P 

n 

G  H 
G 

$10.00  per  ton  and  2 

l°/i 

5^  and  6^  per  carton 
17  ^IH  per  100  lbs. 

172^ 

Honey,  extracted 
Lettuce,  dry-pack 
Lettuce,  summer  head. 
Lettuce,  winter  head 

3-52 

6-i^2 
6-59 
1-59 

2-55 
6-58 
9-61 

G  H 
tr  n 
G  H 
G  H 

209^  per  60  lbs. 
6  1/2^0 

2^  per  carton 
1^  per  carton 

Olives,  canned 

Peaches,  cling  (grower-canner) 
Peaches,  cling  (producer) 
Peaches,  fresh 

9-57 
8-37 
7-62 
5-50 

9-59 
8-60 

11-61 

G  P 
(j  r 
G 

G  H 

$13.00  per  ton 

$5.00  per  ton 

$3.00  and  $1.00  per  ton 

6  1/2^, 

Pears,  canning  Bartlett 
Pears,  fresh  Bartlett 
Pears,  fresh  Bart.  Promotion 
Pears,  canning  fall  and  winter 

— F — — 

5-  38 

7-  37 

6-  50 

8-  5l 

6-62 

8-62 

3-55 
6-57 

G 

(i  n 
G  H 
G  P 

$1.25  per  ton  and  2  ] 
2  1/2^ 

5<i  per  packed  box 
2  l/2f» 

Pears,  fresh  fall  and  winter 
Pears,  canning  Hardy  Prom. 
Pears,  canning  Hardy 
Plums,  fresh 

7-55 
6-62 

4-62 

G  H 

p 

G  P 
G  H 

6  1/2^ 

$1.00  per  ton  1 
$1.25  per  ton  and  2  l/2^ 

6  l/2fo 

Potatoes,  long  white 

Poultry  Promotion 

Poultry  85  Turkey  Improvement 

8-53 
12-55 

10-55 

7-56 
10-56 

3-62 

G  H 
G 

G  H 

10^^  per  ton 

505$  per  ton  +  inspection  cost 

IjS  per  100  lbs.  of  feed 

llji  per  test;  0.1^  per  egg  set 

Prunes,  dried 
Raisins 

Strawberries,  processing 
Strawberrj'  Promotion 

8-57 

6-  5.9 

7-  60 

7-55 

1-62 
12-60 

7-62 
11-59 

G  P 
G  P 
P 

G    H  P 

$5,00  per  ton 
$5.00  per  ton 
1^  per  crate  (l5  lbs 
Ij.  per  crate  (l5  lbs 

.) 

Tomatoes,  fresh  green 
Turkey  Promotion 
Wine 

9-60 
7-52 
10-38 

b-61 
10-61 
6-61 

H 

G 

P 

10^  per  ton 
2^  per  bird 
2^  per  gallon 

For  footnotes  and  source  see  page  following  Table  A-3. 
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TABLE  A-2 

California  Agricultural  Marketing  Programs, 
Administrative  Provisions^ 


Program 


G 


Board  Membership 


H 


Total 


Term 
(years) 


Quorum 


Action 


Apples,  early 
Artichoke  Promotion 
Asparagus,  fresh 
Asparagus,  processing 
Avocado  Promotion 
Beans,  lima 
Beef  Promotion 
Berries,  hush 


9 
11 
2k 
2k 


15 
11 
2k 
2k 


1 
1 
1 
1 


10 
9 

19 
9 


nr 

15 
19 
16 


2 

1 

3 
1 


8 
6 
13 
13 


11 
10 
10 
10 


M 

6 

MQ 
MQ 


M 

9 
M 
M 


Berries,  Olallie 
Brussels  sprouts 
Cantaloup 
Com,  green 


11 
5 
3 


1 

2 
1 
1 


T 
8 
8 
5 


M 

8q 

8 

M 


Figs,  dried 
Fish  and  seafood 
Grapefruit 
Grapes,  table 


k 

21 


21 
3 


10 

21 

7 
21 


1 
2 
1 
3 


7 

11 

5 
11 


MQ 

5Q 
M 


Honey,  extracted 
Lettuce,  dry -pack 
Lettuce,  stammer  head 
Lettuce,  winter  head. 


5 
3 


10 


1 
1 
1 
1 


"Sq" 
6 

n 
7 


"5q" 
5 

m 

7 


Olives,  canned 


Peaches,  cling  (grower- canner) 
Peaches,  cling  (producer) 


Peaches,  fresh 


9 

11 
15 

10 


9 
11 


Pears,  canning  Bartlett 

Pears,  fresh  Bartlett 

Pears,  fresh  Bart.  Promotion 

Pears,  canning  fall  and  winter 


22 
15 
15 


2 
1 
1 
2 


12 
8 

16 
5 


12 

13 
22 
10 


2 
1 
2 
1 


12Q 
12Q 
8 

8q 


"8~ 
8q 

14 
6 


MQ 
12Q 
8 
8 


MQ 

7 

12 
MQ 


Pears,  fresh  fall  and  winter 
Pears,  canning  Hardy  Prom. 
Pears, 
Plums, 


canning  Hardy 
fresh 


Potatoes,  delta  white 
Potatoes,  long  white 
Poultry  Promotion 
Poultry  &  Turkey  Improvement 


5 
5 
5 
7 


2 
5 


10 

7 
10 

11 


2 
1 
2 
2 


16 
21 
11 


3 
3 

1 


19 
21 
12 


1 
1 

3 
2 


Prunes,  dried 


Raisins 

Strawberries,  processing 
Strawberry  Promotion 


Tk 
7 

8 


7 
7 
7 
5 


21 
14 
7 
18 


2 
2 

1 
1 


4q 
6 

7Q 


MaJ 

14 

11 

7 
11 
8 
5 

HQ 


4q 

MQ 

M 

M 

10 

M 

MQ 

MQ 

MQ 

4 

m 


Tomatoes,  fresh  green 
Turkey  Promotion 

Wine  

TOTALC/' 


21 


371 


100  93 


7 
9 
21 


1 
2 
3 


T" 

7 
11 


4 
5 

11 


For  footnotes  and  source  see  page  following  Table  A-3. 


-118- 


TAHLK  A-3 

California  Agricultural  Marketing  Programs, 
Seasons  in  Operation^/ 


Program 

State  Programs 

Federal  programs 
(current  and  prior) 

Current 

Prior 

Apples,  early 
Artichoke  ProTnotlon 
Asparagus ,  fresh 
Asparagus,  processing 

191*8-62 
1960-62 
195U-6O 
195l*-60 

1934,  1936-37 
1936-45,  191*8-50,  1953 

1935 
.- 

1934-35 
1934-35 

Avocado  Promotion 
Beans,  lima 
Beef  Promotion 
Berries,  bush 

1961-62 
1952-62 
1957-6^ 
195l*-62 



Berries,  Olallie 
Brussels  Sprouts 
Cantaloup 
Com,  green 

1958-62 
1958-62 
1955-62 
19I18-51,  19  51* 

1938 

1938 

Figs,  dried 
Fish  and  seafood 
Grapefruit 
Grapes ,  table 

191*4-62 
not  activated 
191+1-1*3,  191*5-62 
not  activated 

1937-53 

1944-1(8 
1938,  1950 

1955-1959 
1933-62 

1933,  1940-42,  1947- 

52 

Honey,  extracted 
Lettuce,  dry-pack 
Lettuce,  sunmer  head 
Lettuce,  winter  head 

1952-62 
1942-62 
1959-62 
19^-62 

1934-41 

1934 

Olives,  canned 

Peaches,  cling  (grower- canner) 
Peaches,  cling  (producer) 
Peaches,  fresh 

1957-62 

1937,  1939-1*2,  19116-62 

1962 

1950-62 

1937,  1948-54 
1936 

(see  above  entry) 

1933-34  1 
1933-34 

(see  above  entry) 
I93l*,37,  1939-42,  1945-62 

Peeurs,  canning  Bartlett 
Pears,  fresh  Bartlett 
Pears,  fresh  Bart.  Promotion 
Pears,  canning  fall  and  winter 

1938-62 

1937-1*2,  191*7-62 

1950-62 

1941-61 

— 

1934-37,  1939-42,  1945-62 

Pears,  fresh  fall  and  winter 
Pears,  canning  Hardy  Prom. 
Pears,  canning  Hardy 
Plums,  fresh 

1941-62 
1955-61 
1962 
1950-62 

1939-40 

(see  above  entry) 

1938-42,  191*8-62 
1934,  1936-37,  1939- 

1*2,  1945-62 

Potatoes,  delta  white 
Potatoes,  long  white 
Poultry  Promotion 
PDultry  8:  Turkey  Improvement 

1953-  60 

1954-  60 

not  activated 

1955-  62 

1945-54 

Prunes,  dried 
Haisins 

Strawberries,  processing 
Strawberry  Pronation 

1947-62 
1949-62 
1960-62 
1955-62 

1937-  41,  1947-51 

1938-  40 

1934,  1947-62 
1934,  1949,  1951-62 

Tomatoes,  fresh  green 
Turkey  Promotion 
Wine 

1960-62 
1952-62 
1938-62 

1934,  1936-42 
1949-51 

For  footnotes  and  source  see  following  page. 
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POOTCTOTES  AIID  S0URCE3  FOR  TABLES  A-1  to  A-3 


a/    Includes  all  state  procrams  in  effect  at  any  time  during  Jan.  1959- 
Aug.  1962  and  three  programs  (for  fish  and  seafood,  tahle  grapes,  and 
poultry  promotion)  authorized  by  special  state  laws  "but  not  activated. 

b/    General  Provisions  (Table  A-l): 

"Effective  dates"  ("First"  and  "Last")  give  the  issuance  dates  of 
current  programs  and  the  dates  of  the  latest  amendments,  if  any. 
"Persons  affected"  are  shown  by  the  following  abbreviations:  G-Grower 

(or  producer),  H-Handler  (or  distributor),  P- Processor  (or  packer). 
"Maximum  assessments"  are  given  in  greater  detail  on  specification 
sheets.    The  first  rate  is  for  advertising  and  the  second  for  all 
other  activities.    The  symbol  "^"  means  percent  of  gross  sales  value. 
Note  1:    Order  for  long  white  potatoes  terminated  on  I2/31/6O. 

Order  for  delta  white  potatoes  inactive  after  I2/31/6O. 
Order  for  green  com  inactive  after  195^  season. 

Administrative  Provisions  (Table  A-2): 

"Board  Membership"  gives  the  composition  of  the  board  by  classes 
(G,  H,  P).    All  members  may  be  producers  or  producer-packers  for 
fresh  asparagus  and  producers  or  handlers  for  simmer  lettuce  and 
winter  lettuce.    The  total  includes  in  addition  one  member  (either 
producer  or  handler)  for  cantaloupes  and  three  producer-handler 
members  for  com.    An  eleventh  member,  selected  by  the  other  ten, 
may  be  nominated  for  the  fig  order. 

"Quorum"  requirements  may  be  qualified  (denoted  by  Q)  usually  to 
specify  the  minimum  number  of  each  class  that  must  be  present. 

"Action"  denotes  the  number  of  affirmative  votes  required.    A  majority 
of  the  members  present  is  denoted  by  M  and  a  qualification,  usually 
a  larger  approval  for  certain  actions,  by  Q. 

Note  1:    The  term  for  the  producer  order  for  cling  peaches  is  only 
approximate — see  specification  sheet. 

Note  2:    The  delta  white  potato  board  includes  three  handlers  and  all 
producers  of  record.    A  majority  constitutes  a  quorum. 

Seasons  in  Operation  (Table  A-3): 

Dates  refer  to  crops  harvested  in  the  years  shown.    Some  programs  were 
not  operated  for  the  entire  season  of  each  indicated  year.  Information 
for  prior  state  programs  and  for  federal  programs  is  only  approximate 
since  exactly  the  same  commodity  is  not  necessarily  under  control  by 
different  programs. 

c/    The  total  (on  Table  A-2)  excludes  membership  of  boards  for  summer  lettuce, 
winter  lettuce,  and  delta  white  potatoes. 

Source:    Summarized  from  program  specification  sheets  supplemented,  as 
necessary,  by  information  from  other  sources. 
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TABLE  A-h 


California  Agrlcultttral  Marketing  Programs, 
Expenditures  for  1958-59  Fiscal  Year 


Program 

Promotion 

Research 

Inspection 

Aclminis- 
tration 

Total 

Apples,  early 
Artichoke  Promotion 
Asparagus ,  f re  sh 
Asparagus,  processing 

0 

0 

1 

31,  ^^25 

0 
0 

3,836 

6,430 

0 
0 
0 

10,215 
0 

11,103 
19,217 

1 

q 

c 

6,645 
0 

7,39*^ 
4,478 

Beans,  lima 
Beef  Promotion 
Berries,  bush 
Berries,  Olallie 

0 

90,702 
15, 530 
5,813 

15,214 
77 

0 
0 

0 
0 
0 
0 

12,059 
65,596 

0  COO 

9,522 

1,051 

27,273 
156,375 
25,052 

6,864 

Brussels  sprouts 
Cantaloup 
Figs,  dried 
Grapefruit 

12,964 
80,996 
1,094 
2,731 

0 

5,000 

DOO 

0 

0 

11,537 
0 

12,884 

8'46o 
41,707 

1,1,  T^o 

12,746 

21,424 
139,240 

28,361 

Honey,  extracted 
Lettuce,  dry -pack 
Lettuce,  summer  head 
Lettuce,  winter  head 

21,249 
0 
0 
0 

382 

0 
0 

0 

0 

18,013 
9,469 
0 

14,072 
12,731 
59, 910 
34,511 

35,703 
30,744 
69,387 
34,511 

Olives,  canned 

Psaches,  processing  cling 

Peaches  fresh 

Pears,  canning  Bartlett 

306,42a 
1,749,231 

'^Jt  OCT 

3^^,351 
179,188 

14, 500 

32,100 

0 

20,500 

0 
0 

27,613 

17^,910 

67,961 
1,138,483 

48,422 

388,889 
2,919,814 
102,442 
424,020 

Pears,  fresh  Bartlett 
Psars,  fresh  Bartlett  Promotior 
Pears,  canning  fall  eind  winter 
Itears,  fresh  fall  and  winter 

0 

189,391 
15,846 

0 
0 
0 
0 

13,145 
0 

22,091 

1,025 

14,981 
18,028 

11,121 
2,728 

28,126 
207,419 
34,012 
19,599 

Pears,  canning  Hardy  Promotion 
Plums,  fresh 
Potatoes,  delta  white 
Potatoes,  long  white 

14,150 
10,765 

20,793 

0 
0 

0 

oil  rt'^i^ 

2ii-,930 

0 

9,997 

0 
V 

2,562 
19,606 

li     T  OT 

'*^,131 
33,740 

16,712 
40,368 
4,631 
87,471 

jrOuJ-Tiry  cuiQ.  iUTKey  jjuprovemenu 

Prunes,  dried 

Raisins 

Strawberries,  processing 

0 

383,^^81 
435,489 
0 

0 

8,511 

37,084 
0 

1 T  Hon 
0 
0 
0 

38,241 
39, '+78 
0 

169,190 
430,233 
512,051 
0 

Strawberry  Promotion 
Tomatoes,  fresh  green 
Turkey  R'omotion 
Wine 

49,284 
0 

216,376 
2,136,312 

7,000 
0 
0 

155.204 

0 
0 
0 
0 

40,310 
0 

37,341 
87.187 

96,594 
0 

253,717 
2,378,703 

All  programs 

6,012,090 

351,308 

422, 714 

2,057,266 

8,843,378 

Percent 

67.9? 

3.97 

4.78 

23.26 

100. 

0 

Source:    Unpublished  data  furnished  by  Bureau  of  Markets,  California  Department  of 
Agriculture  (Jan.  I961)  rounded  to  nearest  dollar. 
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TABLE  A-5 


California  Agricxatural  Marketing  I>rograms, 
Expenditures  for  I959-6O  Fiscal  Year 


ProRram 

Promotion 

Research 

Inspection 

Adminis- 
tration 

Total 

Apples,  early 
Artichoke  Promotion 
Asparagus,  fresh 
Asparagus,  processing 

0 
0 

17,013 
'+5,013 

0 

Q 

16,138 

24,338 

6,405 
u 
0 

0 

8,889 
0 

11,016 
29,086 

15,294 

44,167 
98,437 

Beans,  lima 
Beef  Promotion 
Berries,  bvish 
Berries,  Olallie 

0 

111  Q^O 
16,441 

398 

23,185 

136 
0 

0 

V 

0 
0 

13,459 
^^,355 
8,666 

36,644 
162,311 
25,243 
4,905 

Brussels  sprouts 
Cantaloup 
Figs,  dried 
Grapefruit 

19,832 
96,460 
1,871 
0 

0 

622 
0 

0 

J-O,  poo 
0 

11,964 

9,962 

f 0,091 
45,228 
13,721 

29,794 
161,717 
47,721 
25,685 

Honey,  extracted 
Lettuce,  dry -pack 
lettuce,  summer  head 
Lettuce,  winter  head 

18,358 
0 
0 

0 

1,420 
0 

0 

0 

0 

•Lo,  5^;  ( 
10,286 
2,214 

13,573 

9,'t-53 
95,151 
39,803 

33,351 
27,980 
105,437 
42,017 

Olives,  canned 

Peaches,  processing  cling 

Peaches,  fresh 

Pears,  canning  Bartlett 

175,281 
1,810,658 
30,981 
215,765 

^10,858 
21,000 
1,250 
26,142 

0 

27, 537 
174,185 

56,217 

oy  f,U09 
40,091 
50,179 

272,356 
2,o26,o47 
99,859 

466,271 

Pears,  fresh  Bartlett 
Pears,  fresh  Bartlett  Promotior 
Pears,  canning  fall  and  winter 
Pears,  fresh  fall  and  winter 

0 

201,821 
0 

28^694 

0 

0 

0 

15,102 

r\ 
U 

13,017 
1,113 

16,423 

1  ft  Ii  on 
10,432 

10,146 
3,278 

31,525 

220,253 
23,163 
33,085 

Pears,  canning  Hardy  Promotion 
Plums,  fresh 
Potatoes,  delta  white 
Potatoes,  long  white 

15,000 

8,795 
0 

1,677 

0 
0 
0 

4,120 

0 

10,128 
0 
0 

3,139 
19, 575 

3,807 
34,370 

18,139 
38,498 
3,807 
40,167 

Jb'ouitry  and  Turkey  Improvement 

Prunes,  dried 

Raisins 

Strawberries,  processing 

0 

^32,959 
663,649 

0 

0 

9,151 
35,998 
0 

104,218 
0 
0 
0 

60,018 
40, 926 
36,614 
0 

164,236 
483,036 
736,261 
0 

Strawberry  Promotion 

Tomatoes,  fresh  green 

Turkey  Promotion 

Wine  J 

All  programs  ( 

44,626 

0 

212,482 
5,061,194 

>,230.898 

9,000 
0 
0 

210,522 

0 
0 
0 
0 

41, 721 
0 

32,820 
86,966 

95,347 
0 

245,302 
2,358,682 

Percent  ^ 

>9.10 

427,906 

711,362 
7.89 

1,647,371 
18.27 

9,017,537 
100.0 

Source:    Unpublished  data  furnished  by  Bureau  of  Market 
Agriculture  (Jan.  I961)  rounded  to  nearest  dollar. 


s,  California  Department  of 
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TABLE  A-6 


California  Agricultural  Marketing  Programs 
Expenditures  for  I96O-61  Fiscal  Year 


Program 

Promotion 

Research 

Inspection 

Adminis- 
tration 

Tota 

1 

Apples,  early 
Artichokes  Promotion 
Asparagus,  fresh 
Asparagus,  processing 

0 

12,000 
10,185 
12,295 

0 
0 
5oo 
12,225 

2,790 
0 
0 
0 

10,207 
8,527 
6,053 

10,575 

1 

2 
1 

3 

2,997 
0,427 
6,627 
4.993 

Beans,  lima 
Beef  Promotion 
Berries,  hush 
Berries,  Olallie 

0 

96,835 
15,256 
171 

20,452 
5,000 
0 
0 

0 
0 
0 
0 

15,804 
45,229 
9,465 
5,198 

36,256 
157,063 
25,711 
5,369 

Brussels  sprouts 
Cantaloup 
Figs,  dried 
Grapefruit 

16,408 
220,198 
3,831 
25,336 

0 

3,500 
1,851 
0 

0 
0 
0 

13.906 

11,016 
34,630 
48,899 
13,291 

27,'^25 
258,328 
55,581 
51,533 

Honey,  extracted 
Lettuce,  dry-pack 
Lettuce,  summer  head 
Lettuce,  winter  head 

26, 579 
0 
0 
0 

155 
0 
0 
0 

0 

18,809 

10,214 
2.473 

13,803 
12,506 
82,067 
29,183 

 f 

3 
9 
3 

0, 536 
1,315 
2,281 
1.656 

Olives,  canned 

Peaches,  processing  cling 

Peaches,  fresh 

Psars,  canning  Bartlett 

410,955 
1,631,129 
53,067 

232,582 

22, 000 
22,500 
2,250 
56,312 

0 

587,281 
32,861- 
126,190 

3^,667 
580, 076 
40,136 
56,112 

'167,612 
2,720,986 
118,314 
461,096 

Pears,  fresh  Bartlett 
Itears,  fresh  Bartlett  Promotion 
Pears,  canning  fall  and  winter 
Pears,  fresh  fall  and  winter 

0 

158,052 
0 

22,251 

0 

3,128 
0 
0 

2,872 
0 

8,793 
1.186 

17,4i^2 
19,682 

12,895 
4.474 

20,314 
170,862 
21,688 
27,901 

Pears,  canning  Hardy  Promotion 
Plums,  fresh 
Potatoes,  delta  white 
Potatoes,  long  white 

9,600 

10,897 

0 

6B0 
125 

0 

0 

11,559 

0 

3,586 
17,027 

5.967 

13,766 
39,598 

5;  967 

A  w n  1  ux jf     uxiu     J.^^                1  III j^i  1  \JVdIiS3I10 

Primes,  dried 
Raisins 

Strawberries,  processing 

KJ 

523,782 
910,535 
0 

U 

20,778 
26,968 
0 

TOO  CJ-i*T 

133,507 
0 
0 
0 

70, 559 
59,220 
52,989 
31,739 

204,136 
493,780 
980,392 
31.739 

Strawberry  Promotion 
Tomatoes,  fresh  green 
Turkey  Promotion 
Vine 

59, 722 
0 

259,150 
1,728,870 

9,592 
0 
0 

263,503 

0 
0 
0 
0 

53,730 
5,702 
36,786 
100,811 

10: 

1 

29^ 
2,09: 

5,044 
5,702 
>,936 
i,l84 

All  programs 

3,318,552 

461,419 

852,511 

1. 529,732 

?,162 

!,114 

Percent 

36.96 

5.04 

9-30 

16.70 

100. c 

) 

Source:    Unpublished  data  furnished  by  Bureau  of  Markets,  California  Department  of 
Agriculture  (April  I962)  rounded  to  nearest  dollar. 
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TABLE  A-7 

California  Agricultural  Marketing  Programs 
Expenditures  for  1958-59  to  I96O-61  Average^/ 


Inspec- 

Adminis- 

Program 

Promotion 

Research 

tion 

tration 

Total 

Percent-' 

Apple  s ,  e ar ly 

0 

0 

5,208 

9,770 

14,978 

.17 

Artichoke  Promotion 

UjOOO 

0 

0 

2,809 

6,8C:? 

.08 

Asparagus,  fresh 

9,  Odd 

14,276 

0 

9,387 

32,729 

.36 

Asparagus,  processing 

29,577 

13,466 

0 

1??593 

62,636 

.70 

Beans^  lima 

0 

19,617 

0 

13,774 

33,391 

•  37 

Beef  Promotion 

99,822 

3,035 

0 

52, 393 

155,250 

1.72 

Berries,  bush 

15,739 

45 

0 

9,218 

25,002 

.28 

Berries,  Olallie 

2,128 

0 

0 

3.585 

5,713 

.06 

Brussels  sprouts 

16,401 

0 

0 

9,813 

26, 214 

.29 

Cantaloup 

132,551 

2,833 

10,034 

41,010 

186,428 

2.07 

Figs,  dried 

2,265 

1,051 

0 

46,096 

49,412 

.55 

Grapefruit 

9,022 

0 

12,918 

13,253 

35,193 



Honey,  extracted 

22,062 

652 

0 

13,816 

36,530 

.41 

Lettuce,  dry-pack 

0 

0 

18,450 

11,563 

30,013 

•  33 

Lettuce,  summer  head 

0 

0 

9,990 

79,045 

89,035 

•  99 

Lettuce,  winter  head 

0 

0 

1,562 

34,499 

36,061 

.40 

Olives ,  canned 

297, 552 

25,786 

0 

52,948 

376,286 

4.18 

Iteaches,  processing  cling 

1,730,339 

25,200 

261, 79** 

805,216 

2,822,549 

31^33 

Psaches,  fresh 

.36,133 

1,167 

29, 337 

40,235 

106,872 

1.19 

Itears,  canning  Bartlett 

209,l'i-5 

30,984 

158,762 

51,571 

450,462 

5.00 

r^ars,  xresn  tSaT%i.ezz 

V 

0 

10, 373 

16,2o2 

26,655 

•  30 

rears,  rresn  ustz,  xTcniooion 

179,755 

1,04-3 

0 

18, 714 

199, 512 

2.21 

Pears ,  canning  fall  and  winter 

0 

0 

i4 , 901 

11, 387 

26,288 

.29 

rears,  rresn  rail  ana  winter 

22,260 

0 

1,108 

3,494 

26,862 

•  30 

Pears,  canning  Hardy  Promotion 

12, 917 

227 

0 

3,062 

16,206 

.18 

Plums ,  f re  sh 

10,152 

'(■2 

10, 558 

18,736 

39,488 

.44 

TOtaxoes,  delta  wrilte 

167 

0 

0 

2,646 

2,813 

•  03 

Pnt fti" nf* <5     Inner  xj"h1+#a 

-L?  f 

oil  f^QK 

£i4,oy5 

Poultry  &  Ikrkey  Improvement 

0 

0 

117,201 

61,986 

179,187 

1.99 

Prunes,  dried 

413,407 

12,813 

0 

42,796 

469,016 

5.21 

Raisins 

669,857 

33,350 

0 

39,^4 

742, 901 

8.25 

Strawberries,  processing 

0 

0 

0 

10,580 

10,580 

.12 

Strawberry  Promotion 

47,877 

8,531 

0 

41,920 

98,328 

1.09 

Tomatoes,  fresh  green 

0 

0 

0 

1,901 

1,901 

.02 

Turkey  Promotion 

229,336 

0 

0 

35,649 

264,985 

2.94 

Wine 

1,975.459 

209,743 

0 

91,654 

2,276,856 

25.27 

All  programs 

6; 187! 146 

413,544 

662,196 

1,744,790 

9,007,676 

Percent 

6^.69 

4.59 

7.35 

19.37 

100.00 

a/  Average  ia  one-third  of  expenditures  for  I96O-61  for  three  orders  (Artichoke  Promotion, 
Processing  Strawberries,  and  Green  Tomatoes)  and  two-thirds  of  expenditures  for  1958-59 
and  1959-60  for  one  order  (Long  White  Potatoes)  since  programs  were  not  operated  in  the 
other  years. 


b/  Total  expenditures  (three-year  average)  for  each  program  expressed  as  percent  of 
expenditures  for  all  state  programs. 

Source:    As  given  on  preceding  three  tables. 
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TABLE  A-8 

California  Agricultural  Marketing  Programs,  Termination  to  December  31,  1960 


Program^ 

In  effect^ 

Seasons  / 
operated-2/ 

Authorized, / 
•   .  d/ 
piwisions-' 

Remarks 

Fruits  and  tree  nuts 
Apples,  Gravenstein 
Dates 

Figs,  canning  Ka,dota 
Figs,  caiining  Kadota 

k/3h  -  5/38 
10/38  -  6/53 
8/38  -  8/33 
9/38  -  9/39 

1934,  1936-37 
1938-43,  19^*8-52 
r^one 
None 

RP 
Q,I 
A,V 
A,V 

New  program  adopted  6/48. 
Federal  program  adopted  7/55, 
Court  termination  in  3  days. 

Figs,  dried 
Grapefruit 

Grapes,  Concord 
Grapes 

0/37  -  7/53 
ll/kk  -  V56 

7/34  -  7/43 
8/38 

1937-53 
19^^-48 

1936 
1938 

GS,V 
A,R,G,I 

RF 
A,V 

Combined  i/ith  processor's  order  7/53. 
Operated  \rLth  Arizona  program;  com- 
bined with  present  state  order  II/55. 

Inactive. 

Grapes  stabilization 
Lemons 

Lemon  products 
Nursery  stock 

9/49  -  12/50 
V35  -  2/43 
3/51  -  9/58 
9/36  -  9/37 

1950 
None 
1951-57 
1936-37 

V 
V 

A,R,GS,I,V,TP 

3, TP 

Litigation  prevented  operations. 
For  deciduous  fruit  8:  almond  trees 

Olives 
Olives 

Olive  stabilization 
Oranges  and  grapefruit 

5/37  -  7/39 

2/kQ  -  6/55 
3/52  -  9/59 
1/36  -  12/41 

1937 
1948-54 

1951-52,  1957-58 
1936-40 

V 

A,R,S,Q 
V 

RF 

Controversy  led  to  temination;  rein- 
stated by  court  order  3/24/41. 
Replaced  by  current  order  9/57. 
Replaced  by  current  order  9/57. 
Operated  with  federal  program. 

Peaches,  canning  cling 
Pears,  fresh  Hardy 

Prunes,  dried 
Raisins 

8^36  -  6/37 
8/39  -  8/41 

9/37 
10/37 

193b 
1939-40 

1937-  41,  1947-51 

1938-  40 

A,I,V,TP 
A,GS,I 

A,G,I,V 

A,Q,V 

Replaced  by  current  order  b/37. 
Included  under  new  order  for  fresh 

fall  and  winter  pears  8/4l. 
Replaced  by  current  order  8/47. 
New  program  adopted  6/49. 

I/alnuts 
Walnuts 

Walnuts 

10/35  -  8/37 
9/37  -  9/43 

8/47  -  7/54 

1935-36 
1937-42 

1947-53 

G,V 
G,V 

G,V 

Operated  vrith  federal  program. 

Operated  with  federal  program; 
suspended  9/43. 

Operated  with  federal  program;  termi- 
nated vhen  federal  program  extended 
to  cover  intrastate  commerce. 

Processor's  order. 

VJine 

6/49  -  6/52 

1949-51 

Continued  on  next  page. 


Table  A-8  continued. 


Programs—' 

In  effect^ 

Seasons  / 
operated-' 

Autho  r i  z  ed^ / 
provisions—' 

Remarks 

Vegetables  and  potatoes 
Asparagus ,  canning 
Asparagus ,  canning 
Asparagus ,  canning 
Asparagus,  processing 

3/36  -  9/37 
V37  -  9/37 
V38 

4/38  -  3/5L 

1936 
1937 

1938-42,  1953 
1938-45,  1948-50 

GS,  Misc. 

GS,  Misc. 
G,V,  Llisc. 
G.I 

• 

Replaced  by  next  order. 
Replaced  by  next  order. 
Replaced  by  current  order  4/54. 
Replaced  by  current  order  4/54. 

Cantaloup 
Celery 

Lettuce  (Zone  l) 
Lettuce,  dry-pacii 

5/38  -  7/38 

11/34  -  7/43 
1/34  -  8/35 
4/34  -  12/43 

19313 

1936 
1934 
1934-41 

V  (hy  size) 

V 
RF 

RF 

Operated  \nXi\  federal  prograra; 
nev;-  progrcm  adopted  8/55. 
Suspended  3/37. 

Iraperial  County;  new  program  adopted  l/59. 
Replaced  by  current  prograra  6/42. 

Potatoes,  Irish  (Zone  1} 
Potatoes,  Irish  (Zone  II ) 

Potatoes,  delta  white 
Potatoes,  long  vhite 

5/34  -  7/43 
8/38  -  7/43 

8/53 
11/53  -  12/60 

1939 
None 

1953-  60 

1954-  60 

GS 
G,RF 

A,R,GS,M,I,RF 
A,R,GS,M,I 

Kern  County. 

Contra  Costa,  San  Joaquin  and 

Sacramento  counties. 
Suspended  I2/6O. 

Sweet  potatoes  (Zone  1} 

Sweet  potatoes  (Zone  II ) 
lomatoes,  fresh  (Zone  l) 
lomatoes,  fresh  (Zone  II) 

10/34  -  9/i)4 

10/34  -  6/49 
10/34 
7/36  -  3/39 

1934 

1934-39 
1934,  1936-42 
1936-38 

RP 

RP 

G,PJ' 

KF 

So.  California  (4  counties);  litigation 
made  program  inactive. 
San  Joaquin  Valley  (3  counties). 
So.  California  (8  covmties). 
Central  California  (l4  comties). 

Other  products 
Bedding  plants 
Macaroni  products 
Macaroni 
Milk,  fluid 

7/51  -  4/55 
4/36  -  9/37 
1/38  -  9/39 
3/35  -  8/35 

1951-54 
1936-37 
1938-39 
None 

A,R,V,TP 
Q,TP 

Q,TP,  Misc. 
V  (quotas) 

Replaced  by  next  order. 

Litigation  interfered  v/ith  operations. 

Separate  legislation  for  milk. 

Po-altrj'  improvement 
Turkev  iiaprovement 

6/45  -  10/55 
9/47  -  10/55 

1945-55 
1947-55 

Misc. 
Misc. 

Replaced  by  combined  program  10/55. 
Replaced  by  combined  program  10/55. 

Continued  on  next  page. 


Table  A-8  continued. 


a/  In  addition  programs  were  proposed  for  artichokes  (September  193^1-)  and  dates  (July  19^3).    However,  they  were 
not  made  operative. 

b/  The  dates  indicate  vhen  the  marketing  program  became  effective  and  was  terminated. 

c/  Dates  refer  to  crops  harvested  in  the  years  shown.    Some  programs  were  not  operated  for  the  entire  season  of 
each  indicated  year. 

d/  All  provisions  did  not  apply  during  the  entire  period  of  each  program.    Abbreviations : 

A  —  Advertising,  including  sales  promotion,  trad.e  stimulation,  education,  etc. 
R  —  Research  in  problems  of  production,  processing  and  marketing,  including  survey  studies. 
GS  —  Grade  and  size  regulations.     (G  —  minimum  grade  only;  S  —  minim\am  size  only). 
I  —  tfendatory  inspection. 

Q  —  Quality  regulations,  other  than  grade  and  size. 
RF  —  Rate-of-flow  regulation,  i.e.,  period  proration  of  harvest,  deliveries,  or  sales. 
V  —  Volume  control,  including  diversion  to  surplus  and  stabilization  pools,  etc. 
TP  —  Control  of  unfair  trade  practices  and  competition. 
Misc.  —  Miscellaneous  provisions  include: 

Setting  the  closing  date  for  cannery  deliveries  in  the  three  asparagus  programs; 
Filing  of  price  schedviles  in  the  macaroni  program;  and 

Disease  control  (control  or  eradication  of  pullorum  disease  and  fowl  typhoid;  inspection  for  certification 
as  to  degree  of  absence  of  disease)  for  the  poultry  improvement  and  turkey  improvement  programs. 

Source:    Summarized  from  materials  in  the  reference  files  of  the  author  and  of  the  Giannini  Foundation  Library,  and 
from  tabulations  in  Sidney  Hoos,  California  Agricultural  Marketing  Programs  —  Handbook  of  Commodity  Program 
Specifications,  University  of  California,  Giannini  Foundation  I-timeographed  Report  No.  200,  October  1957^  39p. 


TABLE  A-9 

Provisions  of  Federal  Agricultural  Marketing  Programs  for  California  Products—' 


Number  of—' 

c/ 

Effective  date^' 

Board  Membership^^ 

XCX  Lii 

^U.L'X  Lull 

Order 

Agreement 

First 

Last 

G 

H 

Other 

Total 

^years  j 

f  / 
U 

fixnioncLS  ^  uaj.u  ornia 

981 

119 

8-50 

10-57 

5 

5 

10 

-  X 

u 

917 

85 

5-39 

5-49 

13 

12 

25 

■  X 

J-j 

987 

127 

7-55 

9-58 

3 

3 

1 

7 

1 

X 

t; 

P 

f  igs  J  OaXii  opnxa  axieo. 

6k 

123 

3-55 

10-56 

5 

5 

10 

X 

•7 

1 

Lrxapei  ruix-  ^  iuriz .  — oaxii  •  g/ 

909 

96 

5-i;l 

9-58 

X 

1  ^70 

IP  A" 

926 

93 

8-40 

2-59 

7 

7 

1 

X 

c 
? 

p 

Uri  UJpCo    X  UX     L-X  U-OliXlJ.^^     V^clXXX  • 

990 

133 

8-61 

18 

12 

1 

31 

■3 
J 

POO 

M 

TiPmnTiR     Hal  if  -A"r*iz 

910 

9k 

k-ki 

11-58 

8 

4 

^  

13 

2 

7 

^  

Nectarines,  California 

916 

12k 

6-58 

8 

8 

1 

6 

Oranges,  navel,  Ariz. -Calif. 

907 

117 

9-53 

7-56 

6 

4 

1 

11 

2 

6 

6 

Oranges,  Valencia,  Ariz, -Calif. 

908 

131 

3-5^+ 

6-56 

6 

4 

1 

11 

2 

6 

6 

Pears,  winter,  Pacific  Coast 

927 

8-39 

2-62 

6 

6 

12 

1 

9 

7 

Potatoes,  Ore. -Calif. 

947 

1-42 

9-55 

8 

k 

12 

2 

8 

8 

Prunes,  California 

993 

110 

8-49 

2-61 

14 

7 

21 

2 

1  12Q 

MQ 

Raisins,  California 

989 

109 

8-49 

12-60 

8 

6 

14 

1 

M 

Walnuts,  Pacific  Coast 

98h 

105 

8-48 

10-57 

4 

5 

1 

10 

2 

1  t 

M 

TOTAL  (e::c,  grapefruit) 

119 

77 

6  ' 

202 

a/  All  programs  in  affect  at  any  time  during  Jan.  1959-Aug.  I962. 
NOTE:    Fig  order  vas  terminated  8-6O. 


b/  New  numbers  for  orders  became  effective  1-1-62  (26  F.R.  12751 ). 

c/  Effective  dates  ("First"  and  "Last")  give  the  issuance  dates  of  current  programs  and  the  dates  of  latest  amendments, 
if  any. 

d/  Figures  show  the  composition  of  boards  by  classes:    G-Grover  (or  producer),  H-Handler  (or  shipper), 
e/  Quorum  may  be  qualified  (denoted  by  Q)  as  to  the  number  present  from  each  class. 

f/  Figures  show  the  number  of  affirmative  votes  required  to  approve  action.    M  denotes  a  majority  of  members  present. 
Q  denotes  a  qualification  of  a  larger  approval  for  certain  actions. 

£/  One  producer  is  selected  to  represent  each  one  million  cartons  produced  by  cooperatives  and  by  non-cooperatives. 

Source:    Summarized  from  program  specification  sheets. 


TABLE  A-10 


Federal  Agricultural  Marketing  Programs  for  California  Products 
Terminations  to  December  31,  i960 


Program 

In  effect^ 

Seasons  ^  / 
operated--' 

Authorized  # 
provisions—' 

 Remarks  

Fresh 

Apples,  Calif.  Gravensteln 
Asparagus,  Calif,  fresh 
Asparagus,  Calif,  fresh 
Cantaloup,  Ariz. -Calif. 

-  u/35 

11/35  -  11/36 
5/38  -  7/38 

1935 
I93I* 
1935 
1938 

RF,MC 
RF,  Misc. 
RF,  Misc. 
S,FC 

Replaced  by  state  order  6AO. 
Replaced  by  next  order. 
Replaced  by  state  order  l|/5'*. 
Operated  with  state  order  In  193 
by  new  state  order  8/55. 

8 .  Replaced 

Citrus,  Calif. -Ariz. 
Citrus,  Calif. -Ariz. 
Oranges,  Calif. -Ariz. 
Grapes,  Calif.  Tokay 

12/33  -  5/1*7 
1/36  -  5A7 
10A2  -  3/52 
10/33  -  9/35 

1933-1935 
1936-191*1 
191*2-1952 

mi 

RF,MC,  Misc. 

RF 

RF,S 

RF,M3 

Replaced  by  next  order.  , 
Replaced  by  separate  ordersjy 
Replaced  'by  separate  orders^. 
Replaced  by  current  federal  order  8A0. 

Deciduous  tree  fruits,  Calif. 
Deciduous  tree  fruits,  Calif. 
Deciduous  tree  fruits,  Calif. 
Pjars,  Calif.  Hardy 
R^ars,  Riciflc  Coast  winter 

10/33  -  8/35 
7/35  -  11/38 
5/36  -  I./38 
6/39  -  11/56 

10/30  -  0/39 

1931* 
1935 

1936,1937 
1939-191*1 
1933 

RF 

RF,GS,MC 
RF.GS 
GS,V 
GS 

Replaced  by  next  order. 

Replaced  1^  next  order. 

Replaced  by  current  federal  order  5/39. 

Replaced  by  state  order  8Al- 

Replaced  by  current  federal  order  8/^0. 

Other 

Asparagus,  Calif,  canning 
Olives,  Calif,  canning  ripe 
loaches,  Calif,  canning  cling 
Peaches,  Calif,  eannlnfi  cling 

3/31*  -  a/36 
12/33  -  11/35 
8/33  -  7/31* 

I'll :  'tl 

193!*,  1935 
1933,  193"* 
1933 
1931* 

V,  Misc. 
V,PP 

V,PP,  Misc. 
V.PP 

Replaced  by  state  order  3/36. 
Replaced       state  order  5/37. 
Replaced  by  next  order. 
Replaced  by  state  order  8/36. 

Kops,  Pacific  Coast 
Hops,  ftclflc  Coast 
Hops,  Pacific  Coast 
Hops,  Pacific  Coast 

6/hO  -  9/1(2 
9A2  -  9/1*5 

m  --  yM 

1938,  1939 
191*0,  191*1 
None 

191*0-1952 

V 
V 
V 

v,qc 

Replaced  by  next  order. 
Replaced  by  next  order. 
Replaced  by  next  order. 
Program  not  operated  now. 

Dates,  Calif. 
Prunes,  Calif,  dried 
Raisins,  Calif. 
Pigs,  Calif,  dried 

8/31*  -  8/39 
5/31*  -  9/35 
3/55  -  8/60 

1931* 
1931* 
1931* 

1955-1959 

GS,PP,IC,M3 
V 

V,PP 

V.QC,  Misc. 

Current  federal  order  adopted  7/55. 
Current  federal  order  adopted  8A9- 
Current  federal  order  adopted  8/1*9. 
State  order  (9/1*1*)  still  In  effect. 

Sloe,  Calif. 

telnuts.  Pacific  Coast 

Walnuts,  I^clflc  Coast 

9/33  -  9/35 
10/33  -  10/35 

10/35  -  7/1*8 

1933-1935 
1933,  I93I* 
1935-191*7 

PP.MJ.V 
V 

V.PO 

Replaced  by  direct  production  controls. 

Replaced  by  next  order. 

Replaced  by  current  federal  order  8/'t8. 

a/  The  dates  indicate  when  the  marketing  program  became  effective  and  was  terminated. 


b/  Dates  refer  to  crops  harvested  in  the  years  shown. 
Indicated  year. 


Some  programs  were  not  operated  for  the  entire  season  of  each 


QC 
PC 
RF 
V 

PP 

vc 

Misc. 


e/  All  provisions  did  not  apply  during  the  entire  period  of  each  program.  Abbreviations: 
GS  —  Grade  and  size  regulations,  (g — minimum  grade  only;  S--mlnlmum  size  only). 

-  Quality  control;  other  than  grade  and  size. 
■-  Pack  or  container  specifications. 

-  Rate-of -flow  regulations,  i.e.,  period  proration  of  harvest,  deliveries,  or  sales. 

-  Surplus  (and/or  volume)  control. 

-  Pi'lce  postlnc  or  fixing. 
■-  Ma::lmum  rate  on  marketing  service  charges. 

■  '^co^iof nr.^.r*?'"^^^''  =°™1"«  asparagus;  coordination  of  activities  by  citrus  producing  areas- 

control  of  unfair  trade  practices  and  caapetltlon  for  cling  peaches;  and  research  activities  f or  d^edltgs 

^  ^Lr^rt^nT  ™  "Pl'':^  by  separate  orders  for  grapefruit  and  oranges  in  sAl  and  loAa     The  grapefruit 

order  is  still  In  effect  but  the  orange  order  was  replaced  by  separate  onlers  for  navel  a^  Valencia  Ln^a  In  9/??^  3/5I,. 

Source:    Sunmarlzed  from  information  in  author's  reference  files. 
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TABLE  A-11 

a/ 

Federal  Agricultural  Marketing  Programs  for  Other  Areas-' 
In  Effect,  April  l8,  I962 


Nunter  of^ 

Effective 

date^ 

Seasons  ig/ 

Area  and  commodity 

Jrcier 

First 

]jast 

operation-^ 

Florida 

6-5^^ 

6-57 

195^1^-62 

Avocr.dos 

Citrus 

905 

84 

2-39 

12-57 

1939-62 

Grapefruit,  Indian  River 

912 

136 

1-62 

1961 

Limes 

911 

126 

0-55 

li  C'T 
4-1?  ( 

19?J~Od 

966 

125 

10-55 

1955,  1958 

Texas 

ll|2 

10-60 

i960,  1961 

Carrots 

970 

Citrus 

906 

ll^l 

9-60 

1960-61 

Lettuce 

971 

ihk 

XyO± 

959 

ii^3 

2-61 

1962 

Tomatoes 

962 

Washington 

1957-62 

Apricots 

922 

132 

5-57 

Cherries 

923 

13*^ 

0-57 

Peaches 

921 

138 

1960-62 

Potatoes 

9h6 

113 

Q-kO 

Peaches 

88 

8-39 

7-56 

1939_4l,  i9lt9_62 

Colorado 

Q1  Q 

Georgia 

918 

99 

h-h2 

5-5^^ 

19i^2,  l9^^5-i+7,  1950- 5^^, 

1956-62 

Utah 

920 

91 

T  11 

7-40 

1940-41,  1951-5P,  lypi 

Potatoes 

191H,  19^9-62 

Colorado 

9 1 

8-in 

8-60 

Ida-Ore . 

oft 
yo 

9-kl 

9-58 

19^H,  19^8-62 

Maine 

950 

122 

8-3k 

195^^-61 

New  England 

11-50 

1950-51 

Red  River  Valley- 

135 

9-57 

1957-61 

Eastern  So.  Dakota 

952 

103 

19!+8-5l 

Others 

l9lj-9-62 

Filberts,  Pacific  NW 

982 

115 

10-^9 

8-59 

Onions,  Ida-Ore. 

958 

130 

2-57 

1957-62 

Pears -Cauliflower,  Colo. 

972 

67 

8-36 

5-54 

1936-1^2,  19^^6-58 

Prunes,  Ida-Ore.  fresh 

925 

iho 

7-60 

1960-62 

Prunes,  Wash-Ore.  fresh 

92k 

139 

7-60 

1960-62 

a/  Programs  for  fruits,  vegetables,  and  nuts  other  than  those  applicable  to  California 
~    products  (listed  in  Table  A-9). 

b/  New  nimbers  for  orders  became  effective  1-1-62  (26  F.R.  12751). 

c/  Effective  dates  ("First"  and  "Last")  give  the  issuance  dates  of  current  orders 
and  the  dates  of  latest  amendments,  if  any. 

d/  Dates  refer  to  crops  harvested  in  the  years  shown.  Some  programs  were  not  operated 
for  the  entire  season  of  each  indicated  year.  Excludes  operations  under  prior  pro- 
grams, if  any. 

Source:    U.S.  Agricultwal  Marketing  Service,  "Marketing  Agreements  and  Orders  in 
Effect  for  Fruits,  Vegetables,  and  Nuts"    (Washington,  D.C.:    April  I8,  I962, 
9p.,  Processed);  and  unpublished  data  furnished  by  the  Fruit  and  Vegetable  Division, 
AMS,  (letter  dated  August  ik,  I962). 
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TABLE  A-12 

a/ 

Nferketing  Programs  for  California  Products—' 
In  Effect  and  Operated,  I933-I962 


Period 

Issued—''' 

Termi^ 
nated-' 

effect^ 

Used-/ 

Issued—' 

[Termir  / 
nated—' 

effect^ 

Used^ 

State  programs  -  fruits 

e/ 

State  programs  -  other 

1933-35 
19^6-39 
19^^0-i^.IJ■ 
19U  5-1+9 

1950-54 

1955-59 
1960-62 

4 
12 

3 
1 
4 
2 

2 

1 
3 

3 
1 

4 
14 
12 

19 
18 

19 

20 

0.7 
8.5 
8.8 
10.2 
17.6 
17.6 
19.7 

8 
6 

0 

2 
7 
3 
2 

1 

3 
5 
1 
0 

1 
1 

6 

9 
4 
6 
12 

15 
16 

2.3 
0.0 
2.6 
3.0 

6.6 
11.4 
13.3 

TOTAL 

28 

8 

12.2 

28 

12 

6.4 

''ederal  programs 

All  programs 

1933-35 

1936-39 
191+0-44 
19I1 5.1+9 

1950-54 

1955-59 
1960-62 

16 

4 

2 
0 
1 

3 
1 

3 
4 
0 
0 
1 
1 
1 

9 
9 
13 
14 

15 
17 
17 

10.7 

6.8 
8.6 
10.0 
13.4 
16.0 
16. T 

28 
22 
5 
3 
12 
8 
5 

4 
8 
8 
1 

4 

3 
2 

19 
32 
29 
39 
45 
51 
53 

22.0 
20.0 
23.4 
37.6 
45.0 
49.7 

TOTAL 

27 

10 

11.6 

83 

30 

30.2 

a/  A  series  of  orders  or  agreements  is  considered  as  a  single  program  if  applied 
to  substantially  the  same  commodity,  even  though  the  outlet  or   segment   of  the 
industry  covered  is  changed.    All  lapse  periods  are  disregarded,  including  the 
following  which  extended  for  more  than  two  years:    apples  5/38  to  6/48, 
cantaloup  7/38  to  8/55,  winter  lettuce  8/35  to  l/59,  lemons  2/43  to  3/5I, 
olives  7/39  to  2/48  and  6/55  to  9/57,  and  walnuts  9/43  to  8/47  for  state  pro- 
grams; Tokay  grapes  9/35  to  8/40,  hops  9/45  to  7/49,  raisins  9/35  to  8/49,  and 
prunes  9/39  to  8/49  for  federal  programs.    Operations  for  Bartlett  pears,  plums 
and  Elberta  peaches  (vmder  the  federal  order  for  Deciduous  Tree  Fruits)  are 
counted  as  three  programs.    Operations  for  grapefruit,  navel  oranges,  and 
Valencia  oranges  (under  prior  federal  orders)  are  counted  as  three  programs. 

b/  The  number  of  programs  issued  or  terminated  for  the  years  shown. 

c/  The  number  of  orders  in  effect  at  the  end  of  the  period  shown.    It  may  differ 
from  that  indicated  by  figures  on  issuance  and  termination  because  some  pro- 
grams were  not  In  effect  on  the  specified  date  although  they  were  initiated 
eeirlier  and  continued  subsequently,  eind  other  programs  included  more  than 
one  order. 


d/  A  program  is  considered  to  be  operative  even  though  (as  occured  in  a  few  cases) 
controls  wre  used  during  only  a  part  of  the  season. 

e/  Includes  berries,  tree  nuts,  and  wine. 

■ 

Source:    Program  specification  sheets  and  Tables  A-8  and  A-10,  supplemented  some- 
what   by  other  information. 
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APPENDIX  C:    SELECTED  EIBLIOOIAPHY  ON  MARKETING  ORDERS 


The  following  are  some  publications  dealing  with  general  aspects  of 
marketing  orders  and  marketing  agreements.    Most  of  the  references  relate 
primarily  to  the  situation  encountered  during  the  initial  experimental 
period  (particularly  1933-1936)  or  with  the  status  prevailing  since  the 
mid-1950s. 

1.  Bennett,  J.F.,  "Marketing  Orders— Their  Possibilities  and  Limitations," 
(Address  at  meeting  of  National  Association  of  M^keting  Officials, 
Portland,  Oregon,  September  l8,  I96I.)  (Sacramento:    15p.  mimeo.) 

2.  California  Agricxoltural  Prorate  Commission,  The  Agrlcultiiral  Prorate  Act: 
an  Analysis  and  Explanation  of  the  Statute  (as  Amended)  with  Suggestions 
as  to  Procedure  by' Producers  to  Take  Advantage  of  Its  Provisions  (Revised 
to  December  1,  193^)  (Sacramento:    State  Print.  Off.,  193^ J,  22p. 
(Ceilixornia  Agricultural  Prorate  Commission  Bulletin  No.  h) 

3.  California  Department  of  Agriculture,  California  Agricultural  Marketing 
Programs  (Sacramento:    State  Print.  Off.,  January-March,  1956),  vol.  U5, 
no.  1,  31p. 

k.  California  Department  of  Agriculture,  "Tabular  Outline  of  Miarketing 
Orders,  Marketing  Programs  and  Marketing  Agreements,"  (Sacramento: 
Augtist,  1959j  6p.,  mimeo.) 

5.  Carpenter,  Alvin,  "Marketing  Orders — Their  Possibilities  and  Limitations," 
(Address  at  annual  meeting  of  Utah  Turkey  Federation,  Salt  Lake  City, 
December  9,  I961)    (Berkeley:    Vnlv.  of  Calif.,  December  I961)  15P« 
Processed. 

6.  Erdman,  H.E.,  "The  California  Agricultural  Prorate  Act,"  Journal  of  Farm 
Economics,  vol.  16,  no.  h,  October  193^,  PP-  62h,636.     (University  of 
California,  College  of  Agriculture,  Giannini  Foundation  of  Agricultural 
Economics,  Paper  56.) 

7.  Erdman,  H.E.,  "Supply  and  Adjustments  in  Fruit  and  Vegetable  Marketing 
Agreements,"  National  Miarketing  Review,  vol.  1,  no.  h,  Spring,  193^, 
p.  330-338. 

8.  Foytik,  Jerry,  "Can  Marketing  Orders  for  Orderly  Marketing  Help?" 
Agricultiiral  Policy  Review,  vol.  1,  no.  3,  July/Sept.,  I961,  p.  12-13, 
(Published  by  North  Carolina  State  College.) 

9.  Foytik,  Jerry,  "How  Multiple -Price  Marketing  Works,  "  Papers  Presented  at 
Conference  on  tferketing  Policy  (Raleigh:  Agricultural  Policy  Institute, 
North  Carolina  State  College,  July  I961)  p.  9O-IO5.     (Address  at  Con- 
ference on  Marketing  Policy,  Raleigh,  North  Carolina,  February  22,  196I; 
also  available  from  University  of  California  at  Davis  as  processed  re- 
print, 12p. ) 
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10.  Pojrtik,  Jerry,  "Marketing  Agreements:    Fruits  and  Vegetables," 
Chapter  9  in  The  Agriculttiral  Commodity  Program;    Tvro  Decades  of 
&rperience  hy  Murray  R.  Benedict  and  Oscar  C.  Stine  (New  York:  The 
Twentieth  Century  Fund,  195^),  510p.  | 

11.  Foytik,  Jerry,  "Multiple-Price  Marketing, "  Farm  Policy  Forum,  vol.  ik, 
no.  1,  1961-1962,  p.  9-17  (Published  by  lovm  State  College.)  | 

12.  Foytik,  Jerry,  "Private  Price  Programs,"  Kansas  State  College  Bulletin, 
vol.  38,  no.  2,  Jan.  195U  (Manhattan,  Kansas :    Kansas  State  College) 

p.  119-128.     (Address  at  Farm  Policy  Forum,  Manhattan,  Kansas,  October 
6,  1953.) 

13.  Hedlund,  F.F.,  "The  Impact  of  Marketing  Agreements  Upon  the  Marketing 
of  Fruits  and  Vegetables,"  Journal  of  Farm  Economics,  vol.  32,  no.  h, 
pt.  2,  November,  I95O,  p.  IOO6-IOI5. 

ih.    Holt,  B.A.,  "Economic  Provisions  of  Marketing  Agreements  for  General 

Crops,"  Journal  of  Marketing,  vol.  1,  no.  2,  October,  I936,  p.  II5-I26. 

15.  Hoos,  Sidney,  California  Agricultural  Marketing  Programs— Handbook  of 
Commodity  Program  Specifications  (Berkeley;    University  of  California. 
October  1957),  78p.     (Giannini  Foimdation  Mimeographed  Report  No.  200) 
Processed. 

I 

16.  Hoos,  Sidney,  "Economic  Implications  of  California  Agricultural  Market- 
ing Programs,"  Journal  of  Farm  Economics,  vol.  38,  no.  5,  December, 
1956,  p.  1679-I691.     (University  of  California,  College  of  Agriculture, 
Giannini  Foundation  of  Agricultural  Economics,  Paper  I58.)  | 

17.  Hoos,  Sidney,  Economic  Objectives  and  Operations  of  California  Agri- 
■cultttral  Iferketing  Orders  (Berkeley!    University  of  California.  May 
1957),  39p.     (Giannini  Foundation  Mimeographed  Report  No.  I96.) 
Processed,  I 

18.  Hoos,  Sidney,  "Short-  and  Long-Rvin  Economic  Effects  and  Implications 
of  Using  National  Marketing  Orders  as  a  Supply  Management  Tool" 
(Address  at  the  Rutgers  Farm  Policy  Forum,  Rutgers  University,  New 
Brunswick,  New  Jersey,  April  26,  I962.)    (Berkeley:    University  of 
California,  April  I962)  21p.  Processed. 

19.  Kuhrt,  W.J.,  "Marketing  Orders"  (Address  at  annual  convention  of 
American  Beekeeping  Federation,  Biloxl,  Mississippi,  January  24, 
1962.)    (Sacramento;    lip.,  mlmeo.) 

20.  Kuhrt,  W.J.,  "Self -Help  Marketing  Programs  Under  State  Law"  (Statement 
filed  with  U.S.  Senate  Committee  on  Agrictilture  and  Forestry,  Fresno, 
California,  November  2,  1955). 

21.  Kuhrt,  W.J.,  "What  California  Has  Done  to  Increase  the  Sale  of  Its  Agri- 
ciiltural  Products"  (Address  before  Indiana  Marketing  Conference,  Purdue 
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